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CHAPTER I 
INTRODUCTION
"In the absence of complete and reliable data on recreation use of 
private land, speculation and generalization based upon limited personal 
experience are inevitable."^ Research in the area of private enter­
prise involvement with outdoor recreation has lagged far behind the re­
search of public agency involvement. Speculation by the operator of a 
privately owned recreation business about almost any aspect of his par­
ticular industry has been the rule rather than the exception. The oper­
ators must, of necessity, depend upon intuition or their own hit and 
miss accumulation of expereince in decision-making. While this is true 
for the entire spectrum of privately owned recreation enterprises, it 
seems to be particularly relevant to the dude ranching industry. For 
the most part, the ranch operators are independent individuals with no 
background or training in business. They have little knowledge about 
the dude ranching industry and almost no information concerning the 
recreation business in general. The "industry" in Montana is a loosely 
knit conglomeration of ranches which provide vacation facilities for 
paying guests.
In order for a manager to make decisions relevant to his own par­
ticular situation, he must have some basic knowledge about the concepts 
which govern the sphere within which his business operates. This holds
^Marion Clawson and Jack L. Knetsch, Economics of Outdoor Recrea­
tion. (Blatimore, Maryland; Johns Hopkins Press, 1966), p. 206.
true regardless of whether the manager operates intuitively or ration­
ally, It is imperative, therefore, that more information and data be 
made available to the managers in order that they might more effectively 
make their decisions concerning the dude ranching operation.
Purpose
Outdoor recreation, and the industries associated with outdoor
recreation, in recent years has become one of this nation's fastest
2growing businesses. Even to the casual observer the fact that demand 
requirements have reached a uniquely high level is quite apparent. The 
rapid increase in per capita income, associated with similar increases 
in leisure time and improved transportation has caused a shift in the 
demand for outdoor recreation from a pursuit of the wealthy to one which 
encompasses a large majority of our population. It appears that the 
type of recreation experience demanded is now undergoing a change; also 
the trend is more toward individual and family type vacations with camp-
^Marion Clawson, Land and Water for Recreation. (New York: Rand 
McNally and Company, 1963).
Outdoor Recreation Resource Review Commission. Outdoor Recreation 
for America. (U.S. Department of Agriculture).
U.S. Bureau of Outdoor Recreation, Outdoor Recreation Trends? 
(Washington: 1967).
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Clodus R. Smith, Lloyd F. Partain, James R. Champlin, Rural 
Recreation for Profit. (Danville, Illinois: The Interstate Printers 
and Publishers, Inc., 1968).
ing being the main objective.^ This change is bring about new pro­
blems for the managers of dude ranches. The need for information re­
garding the dude ranching industry becomes more important if the in­
dustry is to be effective in catering to its potential market.
The primary purpose of the study is to describe, in detail, the
Montana guest ranching industry. This is done through the analysis of
selected characteristics. These characteristics are selected because
they produce information about the firms which reflects the nature and
characteristics of the industry. The results obtained from the research
of these characteristics is compiled to produce a base of knowledge about
the industry from which further studies can be made. At present there
is little information concerning the Montana guest ranching industry.
The current study was a combination of two basic types of research;
exploratory and descriptive. Exploratory research is the first step
in defining research problems. "As exploration finds likely hypothesis,
5conclusive research projects are designed to test these hypotheses." 
Descriptive research is designed to obtain a complete description of a 
situation and is a form of conclusive research.
Before further research could be done, relating to the guest ranch­
ing industry it was necessary to have a detailed description of that 
industry. This study produced that description.
Prospective Demand for Outdoor Recreation # 26. Report to the Out­
door Recreation Resources Review Commission, (Washington, D.C.; Commis­
sion Staff, 1962).
^Harper W. Boyd, Jr. and Ralph Westfall, Marketing Research. (Home­
wood, Illinois; Richard D. Irwin, Inc., 1967).
The objectives, therefore, were;
I. To study the guest ranching industry in Montana.
II, To produce a description of the industry through
study of selected characteristics of the firms.
III. To produce a base of knowledge about the Montana
guest ranching industry from which further studies 
can be made.
Justification
Although there have been firms engaged in the business of dude 
ranching in the United States for about ninety years, there is very 
little known about the industry today. Literature review also shows 
that following World War II the industry expanded briefly, but that a 
steady decline in the number of firms has been the trend since that 
time. This research has borne out this point, and reasons for the de­
cline will be discussed later. There are many other problems facing 
the industry, both major and minor, many of which stem from a lack of 
useful information. This study was initially designed to partially 
fill this void and provide some insight into the nature of the dude 
ranching business.
Methods and procedure
The data obtained for this study were gathered by personal inter­
views with active members of the dude ranching industry. In every case.
*This information was discovered through the current research.
the interviewee was the owner and/or operator of the dude ranch. In 
order to provide uniformity and continuity, a questionnaire was developed 
and used by the interviewer as a guide to the interview. (See appendix 
A). The questionnaire was developed in such a manner as to allow for 
maximum participation on the part of the interviewee, and flexibility 
for the interviewer.
The interview was divided into four portion. The first portion 
dealt with the land base and was designed to provide data concerning 
the natural resource supporting the industry. In the case of outdoor 
recreation the only tangible natural resource is the land (or water) 
used in the activity of recreation. The resource was studied first in 
terms of ownership. The interview was designed to determine not only 
the amount (acres) of land owned or leased by the various firms, but 
also, the amount or proportion of public land used in the production of
I. Mountainous
A. Forested
B. Grassland
C. Combination
Per cent of each type
II. Plains
A. Forested
B . Gras sland
C. Combination
Per cent of each type
III. Mountain valley
A. Forested
B. Grassland
C. Combination
Per cent of each type
the recreational services. Secondly, the type of land used for recrea­
tional activities was classified according to the following scheme. The 
classification of the ranches in relation to their immediate surround­
ings was done in order to determine if the topography and cover type of 
each individual ranch affected the firm's business characteristics.
The guest ranches were categorized, in the above classifications, 
with respect to the land type primarily used by the rancher for dude 
ranching operations.
Also examined was the amount and type of water resource available 
to the firms for recreational purposes. Type refers to the water body 
form available, such as streams, lakes, or rivers. (See section one of 
the questionnaire in the appendix).
The data gathered on the land base served two purposes. The first 
was to provide information concerning the land resource utilized by the 
industry, and the second was to yield some information relative to the 
type of land base most desirable for dude ranching operations. This 
type of information was also necessary to determine any relationships 
which exist between the land type and services provided by the firm.
The second section of the interview was designed to produce general 
information concerning the guests (or consumers). The consumer is an 
integral part of the dude ranch. Not only does he buy the services 
offered but, in some degree, he is responsible for the production of 
the services which he buys. That is, at most of the dude ranches, the 
guest is allowed to participate in any activity of the dude ranch that 
he desires. Whether or not the guests enjoy themselves while at the 
ranch is, to a large degree, the responsibility of the guests themselves.
The basic services of the dude ranches, such as room and board, or 
rental of horses and equipment, can be had at a much lower cost to 
the consumer through motel and resort type accommodations. What the 
consumer is buying for his added expenditure is the atmosphere and aura 
of the particular dude ranch. This is an intangible thing and very 
difficult to measure but is important none the less. It will be dis­
cussed in greater detail later. It should be noted, however, that 
customer satisfaction is the key to a successful dude ranch operation 
since most of the business is repeat business. Customer satisfaction 
comes from successful interaction of the guests with the ranch operators 
and the ranch environment. In a very real sense, the guest is producing 
a portion of the services which he utilizes.
Dude ranch operators provided demographic information about their 
customers. These data were gathered in order to draw certain conclusions
“isabout the target market and about the actual and potential markets.
*
For the purpose of this study, the target market is defined as 
that portion of the total market that the producer is conscientiously 
attempting to reach. It is differentiated from actual and potential 
markets in that the actual market is that segment of the total market 
which utilizes guest ranch services. Potential market is that segment 
of the total market which might conceivably utilize guest ranch ser­
vices. The three markets may, but need not necessarily be, the same.
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General consumer characteristics investigated were:
I. Place of residence
The purpose was to determine the state of 
residence of the consumer as well as whether 
the consumer was from a rural or urban area.
II. Social class
The purpose was to generally define the social 
class of the consumer by the use of two selected 
criteria. These criteria are:
A. Income
B. Profession
If the consumer was under age and living 
with his parents, the data was obtained 
concerning the head of the consumer's house­
hold.
III. Number of repeat users and total number of guests 
per season.
IV. Average length of stay.
V. Size and type of parties. (See question number five, 
section two of the questionnaire in appendix.)
This type of data also proved useful in categorizing the various 
ranches with respect to the type of clientele to which they normally 
catered.
Part three of the interview comprised business characteristics of 
individual firms. A logical approach to the study of an industry is 
through the study of individual firms. Characteristics selected for 
study were chosen on the basis of their usefulness in describing the 
industry. The first area investigated was the nature of the services 
provided. This was done in order to determine where each firm operates 
within the spectrum of services provided by guest ranches. Also of 
interest was the effect of the type of services provided on the gross
income, cost of services to consumers, land base, per cent of return 
visits and consumer characteristics.
The second area investigated was the basic charges assessed by the 
firms for services provided. Coupled with this were any charges which 
might be assessed in addition to the basic rates of the firm.
Part four of the interview dealt with the operators' opinions 
concerning future growth of the industry and past, present and future 
demand by consumers for the dude ranch type vacation.
In order to determine the sample size and to limit the scope of the 
study, the following criteria of a dude ranch were used.
I. A ranch or rural business providing outdoor 
activities for paying guests.
II. A firm providing a variety of recreational oppor­
tunities.
Ill, A firm which provides living and dining facilities 
on the ranch property for its customers.
IV. A firm which does not provide facilities for transient 
traffic.
Of the forty-six firms contacted, 91.4 per cent were successfully 
interviewed. Membership rosters of the "Dude Ranchers Association" and 
the "Packers and Guides Association", a ^ist compiled by the U.S. Forest 
Service, and a list published by Fortune Magazine were used to compile 
a master list of dude ranches in Montana. A few new ranches not noted 
on the above lists were located during the course of the field study. 
From a list of 118 firms there were forty-six firms which fit the above 
definition. Of the forty-six only four declined to participate.
9a
Initial contact with the firms was made at the time of the inter­
view. The Dude Ranchers Association notified its members about the study 
but the notification was not received by the ranches until the last week 
of the field btudy. Figure 1 shows the distribution and locations of 
the firms in Montana.
Each ranch operator was told that the interview would be held in 
strict confidence and no individual ranch would be identifiable in the 
presentation of the results.
Kalispell
Bob Marshall Area
^ Great Falls
* Helena
0cr
» Billings
Yellowstone Area
First Dude Ranch in Montana
l--Location and Distribution of 
Dude Ranches in Montana
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CHAPTER II
HISTORY OF THE DUDE RANCH
The history of the dude ranch is traceable to a specific origin.
In the late 1870's Howard Eaton came west from Pittsburgh and settled 
on a ranch in the little Missouri badlands near Me dora, North Dakota.
His two brothers, Willis and Alden, joined him two years later and the 
three began a business of raising horses. The Eatons were well liked 
in Pittsburgh and soon began to have yearly visitors from the east.
In 1881 the visitors convinced the Eaton brothers that they should 
accept payment for the services which they were providing for their guest. 
The advice was accepted and the dude ranching business came into exist­
ence, quite by accident. A guest from Buffalo, New York signed the 
register as the first dude in 1881. This first ranch was called the 
Custer Trail Ranch.^
The dude business became quite successful for the brothers and the 
original ranch continued in operation until it was sold in 1904, The 
reason given for the sale was that the country had become unfit for dude 
ranch operations because of the influx ©f people into the area. The 
Eatons moved their operations to Wolf Canyon, Wyoming, where the Eaton 
family is still operating a dude ranch. One of their early guests, and 
probably the most famous dude in American history, was Theodore Roosevelt, 
who later became president of the United States. It is said that most of 
President Roosevelt's personality was colored by his experiences at Custer 
Trial Ranch.?
^Billings Gazette. May 3, 1942.
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Judging from an article in the Billings Gazette, it appears that 
these early dudes were not very highly regarded by the local populace. 
In an article printed in 1904, the fear of a dude ranch being estab­
lished nearby was expressed in the following manner.
. . . before long another ’dude' ranch will be within 
a comparatively short distance of Billings, but yet far 
enough away to render its people safe from the depreda­
tions of the men who wear rowels on their spurs as large 
as circular saws and carry their revolvers on their left 
side.
The same article explains the origin of the name "dude" and gives a 
vivid description of how the dude was seen by the westerner.
The dude ranch obtained its name because of the 
class of men who frequented it. They were the scions 
of wealthy New York and other eastern men, who wanted 
actual experience roughing it in the west. For a con­
sideration the Messrs. Eaton provided them with bed and 
board and horses to ride. Attired like the heroes of 
western dramas to be seen on the cheap stage of the east, 
the young fellows would ride about the country and make 
occasional visits to the town of Medora, where they were 
always the center of attraction because of the gaudiness 
of their raiment and other unmistakable evidence of the 
genus tenderfoot, who wants to impress upon the genuine 
article that he is a b-a-d man from away up in the gulch.
There is no record that any of them ever killed any­
thing larger than a gopher or anything more dangerous 
than a mosquito, for wild animals no longer roamed those 
parts after the dude ranch became an established fact.
This did not, however, interfere with its success as an 
attraction to the rich piligers.
^Billings Gazette. July 12, 1904.
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In 1950, the same nespaper stated, "Nobody minds the 'depreda-A
tions' of the visitors, least of all the merchant, who fears a dude 
as he might fear a shower of greenbacks."^
At the time of the 1904 article, there was only one dude ranch 
located in Montana. Dude ranching came into Montana, depending upon 
which account is to be believed, in either 1898 or 1905. Dick Randall 
is credited by most as the man who moved the industry into the state.
Randall, a native of Iowa, moved to Montana in 1885 at the age 
of eighteen. He settled in Park County and in a few years became an 
outfitter and guide. He remained in the area until, in 1898, he started 
the forerunner to dude ranching on land he purchased twelve miles north 
of Gardiner. The ranch was the OTO. Randall began taking paying 
customers in 1905. He continued to operate the ranch until it was 
sold in 1935.1°
Another early dude ranch, and probably the second in the state, 
was the Karst ranch in the Gallatin Valley. Pete Karst, a colorful 
Gallatin Canyon pioneer settled in the area in the early 1890's. He 
established the first stage line in the area to run mail and passengers 
from a tie camp to Bozeman. The original Karst place was homesteaded 
in the early 1900's and the first guest cabins were built in 1907.
^Billings Gazette. January 29, 1950. 
l^Great Falls Tribune. August 22, 1954. 
^Ibid.. November 27, 1953.
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According to reports from "old timers" in the area, another early 
guest ranch began operation about 1890 south of Big Timber. This ranch 
was used for entertaining the wealthy mining barons of Butte and 
Anaconda. It was, however, a private club, available only to the 
mining notables and close friends. Neither of these early ranches still 
operate in the dude business. The oldest ranch in the state still in 
operation began business fifty-one years ago in 1918. It has operated 
continuously under the same family management since its beginning.
Probably the most famous Montana dude rancher was Gary Cooper, the 
movie star. Cooper owned and operated a guest ranch in Montana in the 
early 1930's.
The industry continued to grow at a fairly rapid rate until, in 
1925, A. B. Smith of St. Paul, Minnesota, founded the Dude Rancher's 
Association. With the advent of the automobile and more vacation spots 
open to travelers, it became apparent to Smith that coordination and 
cooperation should be established among operators by setting up an 
organization to regulate and promote the industry. At the time, Smith 
was the general passenger agent for the Northern Pacific Railroad at 
St. Paul. In 1925, at Bozeman, Montana, the first meeting of the assoc­
iation took place with about fifty people present. These operators
12represented the dude ranching industry in Montana and Wyoming.
^^Billings Gazette, November 16, 1952.
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When the organization first began, its rules for membership were:
A ranch must be actively engaged in or connected with the livestock 
industry. There must be enlarged facilities on the premises for accom­
modating paying guests. A ranch must have been in operation for a 
period of at least one year before application. Most of today's dude 
ranches still are involved in the cattle business. At the time of the 
study the rules for admission are: the ranch must not have extensive 
highway advertising, may not have a licensed bar or liquor store and 
may not take transient traffic. According to the executive secretary, 
the association prefers that the guests stay for at least one week.
Using the Dude Ranch Association membership listings as a barometer, 
it can be seen that the industry enjoyed a boom through the 1930's which 
lasted into the forties and early fifties. There has been a noticeable 
decline in the industry since that time, however. In 1937, there were 
thirty-eight members from Montana. This was an increase of six from 
1932. In 1948 there were still thirty-eight members from Montana, but 
in 1966 there were only twenty-eight. At the time of this study there 
were twenty-three member ranches in Montana. It should be noted, how­
ever, that with the tremendous participation in outdoor recreation 
activities in the recent past, that even a static membership would have 
indicated a declining interest in the dude ranch as a form of summer 
vacation.
16
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Fig. 2--Number of operating Dude Rancher's Association 
members from 1932 to 1969
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Figure 2 shows- the membership patterns of the Dude Ranch Association 
from 1932 until the present. The number of members over the years indi­
cates an interesting cyclic fluctuation of ten years and there seems to 
be a distinct trend over the last thirty-seven year period. (This will 
be discussed in greater detail in Chapter VII.)
The Billings Gazette reported in 1944 that there were sixty dude 
ranches operating in the state of Montana at that time. In 1969 the 
total number had decreased to forty-six ranches.
One of the unique facts about the dude ranch business is that during 
the depression of the 1930's, the industry continued to grow. The Choteau 
Acantha reported in 1939 that "...in not a few cases, the dude ranching 
is given credit for having softened the blow of the depression". It was 
reported to the interviewer by ranchers that were in operation during 
the depression, that it was the dude ranching business that kept the 
cattle operation from going under. This attitude was expressed by the 
majority of those ranches in existence at that time.
Probably the greatest single impetus to the dude ranching industry, 
in it’s beginning, was the glorification of the West by the writers of 
the time. The West and western way of life became the hallmark of 
manliness. The wild and wooly cowboy sitting astride his pony was the 
image that was to be imitated. The West was a place of romance, mystery 
and the struggle of man against nature. This attitude was carried into 
the advertising of the ranches, and was the major theme of the dude 
ranchers. In the late thirties, the Circle W Ranch in the Blackfoot
18
Valley advertised in the following manner; "The old West has changed 
but there are still sections of the country where the romance and the 
glamour of the past still remain." Today, the same appeal is made to 
potential dude ranch guests. "Our guests enjoy the vast uninhabited 
open spaces around us and soon become imbued with that spirit of 
freedom which has made Montana famous as a vacationland. The squeak of 
saddle leather, smell of sweaty horses, combined with the quiet serenity 
the aroma of the pine and spruce, creates a wholly indescribable sense 
of carefree cheerfulness and well being."*
Another very strong supporter of the dude ranch industry, and a 
powerful advertising agency was the western railroad industry. It 
certainly was in its favor if the West could produce a large tourist 
industry. The dude ranch soon became a boon to the railroad and the 
railroad showed its gratitude by promoting the western ranch. There 
was even a "Dude Ranch Headquarters" in New York City, which was operat­
ed by the Great Northern Railroad. It might be noted that the decline
in the number of dude ranches is similar to the decline in railroad
13passenger service in previous years. Transportation to the dude
*
This quote was taken from a pamphlet of a presently operating 
dude ranch.
^^Statistical Abstracts of the United States, 1950, United States 
Department of Commerce, Bureau of Census, Roy V. Peel, Director.
Pocket Data Book - U.S.A., 1969. United States Department of 
Commerce, January, 1969, Bureau of Census, A. Ross Eckler, Director.
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ranch is certainly much better today than in the past, but the dude 
ranch industry has lost a very good ally; the railroad. Data gathered 
in this study indicates that the industry has not filled the void in 
advertising.
Summary
kThe dude ranch industry grew slowly from it s beginning in 1881 
until the early 1920's. Many ranchers started getting into the act 
and the industry grew rapidly through the 1920's and 1930's and reached 
a peak in 1938. There was a slight downturn during the depression and 
war years but there was another burst of growth during the late 1940*s 
and 1950's. The industry has been on the decline since that time.
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CHAPTER III 
THE INDUSTRY TODAY
The present day dude ranch has undergone only a few basic changes 
from the earliest ranches. These modifications have done little to 
change the image of the dude ranch for either the operators or the 
clientele. The biggest difference lies in the number of firms that 
are working ranches. Only forty per cent today are working ranches. 
Many of the ranches run no livestock other than horses for the dudes. 
The author attributes this in part to the apparent success of the dude 
ranches following the depression and the Second World War. The market 
for outdoor recreation began a very rapid expansion. Many new firms 
were established purely for the purpose of recreation. Prior to this 
time, however, the dude ranch developed, for the most part, from an 
existing cattle ranch. Seventy-five per cent of those ranches younger 
than twenty years have no cattle operation. Seventy-five per cent of 
the ranches that have been operating for more than twenty years are en­
gaged in the business of cattle ranching.
This chapter deals with the dude ranch as it exists today, and is 
based primarily on the field research.
A working ranch is one where one major activity of the guest is 
involved with the operation of the cattle ranch such as round-up, brand­
ing, fencing, etc.
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THE INTERVIEW
From various lists of operating dude ranchers in Montana, a master 
list was compiled. The original list included 118 names. Of the 118 
listed, only forty-seven were still in operation as a dude ranch* at 
the time of the field research. There were actually fifty-six inter­
views conducted but several of these ranches studied did not fit the 
definition adopted for this project. All but one of the operating 
ranches were visited by the interviewer. The one exception was a ranch 
that was closed temporarily due to illness of the operator. Of the 
remaining forty-six ranches, forty-two participated. This amounted to 
91.3 per cent of the total population participating.
The reasons given by the four ranches not participating were; 
distrust of "college people", too busy to give an interview (two ranches), 
and dislike for "nosey people with questionnaires". The sentiment of 
distrust for government and college people was expressed at many of the 
ranches and frequently required a good deal of patience and explanation 
on the part of the interviewer in order to secure an interview. The 
ranchers were very cooperative once the interviewer was able to gain 
their confidence.
The interviews were made during the summer months. This was the 
main portion of the dude season and, while this created a few problems 
with limiting operators time, it would have been impossible to interview 
many of the operators during the off season. Many of the dude ranches 
are closed during the fall and winter.
*These ranches fit the definition used for this study.
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LOCATION AND DISTRIBUTION
The Montana dude ranches are located exclusively in the western 
two-thirds of the state. There have been some dude ranches located in 
the eastern portion of the state in the past, but they no longer operate
r
in the dude business. The greatest concentration of ranches is around 
the north and west boundaries of Yellowstone National Park. This is,
•Vcoincidentally, the area where dude ranching got its start in Montana.
The park is not utilized by most of the ranches for entertainment of 
the guests, however.
The second area of concentration is around the boundaries of the 
Bob Marshall Wilderness area and the Lincoln Back Country in Lewis and 
Clark, and Jefferson counties. The ranches in this area are quite 
heavily involved in outfitting and guiding as a major part of their 
business. Ninety-one per cent of the firms in this area are engaged 
in this business.
The remaining sixteen dude ranches are scattered in the mountains 
along the western and southwestern borders of the state, in the Flathead, 
Madison, and Big Hole Valleys and in the plains of the central portion 
of the state.
*See Figure 1, page 10.
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Affect of location
It seems certain that the Bob Marshall Wilderness has some effect 
on the location and types of recreation provided by dude ranches in that 
area. The topography of the area at the various ranch locations does 
not differ greatly from the topography in most of western Montana. The 
major difference is the proximity of the wilderness area. This fact, 
coupled with the high percentage of ranchers involved with outfitting 
in the wilderness is, at least in part, a factor in locating dude 
ranches.
It would appear, however, that the ranches around the north and 
west boundaries of Yellowstone Park were not located in this area as a
direct result of the recreation potential of the park. Only one ranch
in this area uses the park for recreational purposes. The ranch that 
does use the park, uses it only occasionally and charges an extra fee 
for trips to the park.
The affect of Yellowstone Park cannot, however, be discounted.
Of the ranches in this area, fifty per cent have been in operation 
longer than thirty years. The average age of the ranches in this area 
is twenty-eight years under the present owners. These figures compare
with an average of twenty years for the entire state.
The park certainly has focused a great deal of attention on the 
area of the state adjacent to it. A great deal of the advertising for 
the ranches in the area makes reference to the proximity of Yellowstone 
Park and to the "Yellowstone Country". Even though the park is not
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used for recreation by the dude ranches it is used for identification 
and has image values.
Another reason for the long existence of the ranches in this area 
may be that the first dude ranch in Montana was located just north of 
Yellowstone Park. Other ranchers nearby could observe the success of 
this first ranch and this probably had some influence on their decision 
to begin the dude business. Also, early settlement in Montana began in 
the central area of the state and the gold rush days of Bannack and 
Virginia City brought many people and much attention to this area.
The effects of location will be discussed in greater detail in Chapter 
four.
FACTORS RELATING TO SIZE
Acreage controlled
The forty-two ranches located in Montana control a total of 138,299 
acres. They range in size from five acres to 42,000 acres. Fifty-four 
per cent of the ranches control more than 1,000 acres and the average 
is 3,293 acres. Of the 138,299 total acres controlled, 92,737 acres 
are owned by the ranches and 45,562 acres are leased* Seven ranches 
lease additional land on an animal unit basis. The amount of land 
owned by the ranches varies from zero to 42,000 acres and averages 
2,261.9 acres. Four ranches operate completely on leased property and 
own no land.
The amount of land leased ranges from zero to 20,000 acres, averag­
ing 1,340 acres per ranch.
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Capacity, investment and rates
The forty-two dude ranches participating in the study report that 
they can accommodate a total of 1,254 guests at any given time. The 
capacity of the individual ranches varies from six guests (two ranches) 
to 100 and averages 30,6. The ranches report, however, that they do 
operate on the average at about seventy-three per cent of capacity.
The total number of guests visiting Montana dude ranches was 6,821 
per year for 1968 with individual ranches ranging from six to 600 guests 
per year. The average is 275 guests per ranch per year. This accounts 
for a total of 88,200 visitor days per year which averages 2,100 visitor 
days per year for each ranch.
There was a total investment of $9,690,000 in the dude ranches 
averaging $236,341 per ranch. Of this amount, $3,316,000 is invested 
in the land (average, $110,533 per ranch or $107 per acre). There is 
an amount of $2,626,000 (average, $84,700 per ranch) invested in recrea­
tional facilities (such as cabins, lodges, swimming pools, tack shops, 
outbuildings) and equipment (such as saddles, tack, outfitting gear, 
etc.) used for the dude ranching business. There is $396,500 (average, 
$12,790) invested in livestock and equipment not related to the dude 
ranching business. The mean investment per guest for recreational 
facilities other than land was $503.
In determining averages in the paragraph above, and throughout 
this section, only the ranches reporting on each individual question
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were used in figuring the means. Certain ranches were unable to break 
down their total investment in the categories mentioned above. The data 
collected at those ranches which were unable to break down value figures 
were not considered in making comparisons with other related data.
It should be noted that the figures for value were estimated by 
each ranch owner according to his own criteria. It is, therefore, 
impossible to make any valid assumptions regarding these value figures 
and they are brought out here in order to give the reader some idea 
about the total investment in the dude ranching industry in Montana.
The basic rates for adult guests averages $119.61 per week per 
person. Fifteen ranches have separate charges for children and they 
average $91.87 per person for youngsters. This charge may vary with 
age, however. Price determination varies from ranch to ranch but the 
most common pricing practice is to charge a flat rate per person per 
week. Second most common practice is a daily rate and the third method
is rates per week for a cabin. The rates per cabin vary according to
the size of the party in the cabin.
All but two of the ranches operate under the American Plan.
Twenty-six ranches, however, do list additional charges which a guest 
may incur. Table 1 shows what services are charged separately and the 
number of ranches which list these services at extra charges. This 
list includes the two ranches which use the European type of billing.
“ifUnder the American Plan, the guest pays a flat rate which includes 
meals, lodging and access to most ranch activities. Under the European 
Plan, the guest buys each service separately.
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The charge listed as "transportation" in Table 1 is a charge 
assessed for transportation to and from the ranch from a commercial 
carrier such as airline or railroad. The charges listed as "fishing 
trip", "float trips", and "sightseeing trips" are trips taken off 
the ranch proper.
Years in operation
As was pointed out in Chapter II, the oldest ranch in the state 
began its operation in 1905. This ranch was sold during the 1930's 
and is no longer operating as a guest ranch. The oldest ranch in 
Montana under the same management has been operating for fifty-one 
years. The youngest is in its first season. The mean is 20.2 years.
Number of employees and legal structure
There are 114 permanent employees (most of whom are family of the 
owners) and 243 seasonal employees on the Montana ranches. The seasonal 
employees are, for the most part, high school and college youths. The 
average is eight or nine employees during the season. The range is 
from two through twenty-nine total employees. (See table 2)
Fifty-nine per cent of the operating dude ranches are sole pro­
prietorships, 14.3 per cent are owned by partnerships, and 26.2 per cent 
are corporations. The difference in the sole proprietorship and partner­
ship versus the corporation will be discussed in the next chapter.
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TABLE 1
ADDITIONAL CHARGES A GUEST MAY INCUR
Services Offered at Extra Charge Number of Ranches
Pack trips................................. 20
Transportation................................. 8
Meals................................. 2
Horses..............   3
Laundry................................. 2
Float trip.......   4
Fishing trips   ........................ 3
Guides  ......    1
Sight seeing trips................................. 1
Twenty-eight of the total ranches offered services at an extra charge 
to the guest.
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TABLE 2a
*
NUMBER OF PERMANENT AND SEASONAL PERSONNEL 
EMPLOYED BY MONTANA DUDE RANCHES IN 1969
Total Average
Permanent employees 114 3
Seasonal employees 243 6
Total 357 9
TABLE 2b
NUMBER AND PER CENT OF RANCHES THAT ARE PROPRIETORSHIPS,
PARTNERSHIPS OR CORPORATIONS
No. Per cent of
Proprietorships 25 59
Partnerships 6 14.6
Corporations 11 26.4
The dude ranch season usually runs for four months from June 
through September. A few ranches also operate through November in 
order to accommodate hunters.
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LAND BASE
Federal lands
The amount of federal land used by each ranch was studied to help 
determine the amount of land base necessary for dude ranch operation.
This data, coupled with data concerning deeded land will be helpful in 
determining the amount of investment necessary, and the extent to which 
the ranch operators depend on public lands for recreation.
Thirty-six of the ranches (87.8 per cent) reporting state that 
federal lands are used in connection with the recreational activities 
of the guests. These activities included such things as trail rides, 
hiking, hunting and fishing and pack trips. Five of the ranches (12.2 
per cent) claim to use no federal lands for recreation. National forests 
accounted for the preponderance of the land used by the ranches. Public 
land managed by The Bureau of Land Management was second most commonly 
mentioned. No other federal agencies were mentioned with the exception 
of the Park Service. One ranch reported limited use of Park Service 
lands by its guests. The guests at this particular ranch made occasional 
visits to Yellowstone.
Ranch environment and water resource
The "environment" of the ranch was determined by interviewer obser­
vation and describes the general features of topography and cover type 
which had the greatest influence on the ranch. A distinction has been 
made between mountainous topography and mountain valleys primarily on
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the basis of the size of the valley in which the ranch was located 
and the dominating terrain feature. This is an arbitrary classifica­
tion based solely on the judgement of the interviewer. (See table 3)
It can be seen that the majority of the dude ranches are located 
in the mountains (ninety per cent). Of these thirty-six per cent were 
located in mountain valleys and sixty per cent were in forested areas.
All ranches reported having some water available for recreation.
Some ranches had only a small stream available for use while others had 
many lakes, rivers and streams which were used for recreation by guests.
Thirty-seven ranchers felt that the water available was sufficient 
for the needs of their guests, while four stated that they laeeded more 
water. The primary use of the water resource was for fishing and second­
ly for swimming. Boating was done at 30.9 per cent of the ranches.
Only two of the ranches based their activities and promotion primarily 
on the water resource. That is to say that only two ranches were in­
volved primarily with water-based recreational activities. One of the 
two ranches specialized in fly fishing while the other specialized in 
activities related to boating, such as water skiing, canoeing, sailing 
and boat rides.
Twenty-three ranches or 54.7 per cent of the ranches reporting did 
not own or control the water resources to which they had access. Eighteen 
ranches (42.8 per cent) owned or controlled either the entire resource 
or access to that resource.
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TABLE 3
NUMBER AND PER CENT OF RANCHES IN 
EACH TOPOGRAPHY AND COVER TYPE
Topography Number Per cent
Mountainous
Plains
Mountain valley
23
15
4
54.8
35.7
9.5
Cover
Forested
Combination
Grassland
25
5
12
59.5 
11.9
28.6
Mountain forested 
Mountain grassland 
Mountain combination
17
0
6
40.5
0
14.3
Plains forested 
Plains grassland 
Plains combination
0
3
1
0
7.1
2.5
Mountain valley forested 8
Mountain valley grassland 2
Mountain valley combination 5
19.1
4.8
12.0
32
Table 4 shows the type of water resource available and the number 
of ranches having access to that resource type.
This table indicates that most of the water based recreational 
activities were done on streams and rivers. Also, it can be seen that 
the water resource is important since all of the ranches reporting had 
some water available for recreation.
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TABLE 4
TYPE OF AND ACCESS TO WATER RESOURCES
Type No. of Ranches
Rivers 23
Streams 21
Lakes 17
Ponds 7
Small lakes 5
None 0
TABLE 5
LESS FREQUENTLY USED ADVERTISING MEDIA
Media No. of Ranches
Chamber of Commerce 2
Mobile Guide 1
Enco Guide 1
Hotel Travel .Guides 1
Wilderness Society i
Sports Shows 4
State Travel Agencies 2
Travel Agency (private) 2
Colleges 1
Great Northern Railroad 1
Booking Trips 3
One ranch accepted guests only from an eastern university. The 
school used the ranch facilities for summer study camps.
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ADVERTISING
Advertising medium used
The advertising practices of the firms were studied to help 
determine if the industry was reaching the actual and potential 
markets for their services.
The most commonly used medium for advertising was magazines and 
mail pamphlets which were both used by thirty-one ranches. Four ranches 
advertised in newspapers and two ranches used the radio stations for 
reaching their market. One ranch advertised on television and thirteen 
ranches listed other sources of advertising. Table 5 lists the other 
media utilized by various ranches.
Table 6 lists the publications utilized by the industry for ad­
vertising and the number of ranches which use the particular publica­
tions.
Word of mouth advertising
Thirty-five or 83.3 per cent of the ranches reported that word of 
mouth advertising was of definite importance in attracting guests to 
their ranch. It would appear that the ranchers rely heavily on their 
clientele to drum up new business for them, and several ranches made 
the claim that this was the only effective means of advertising which 
they had used. Two of the ranches will take only those people who have 
been referred by earlier clients.
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Budgets
The number of dollars spent by the industry, in relation to total 
investment and gross income will help determine if the industry is do­
ing the advertising necessary to reach the m a r k e t . T h i s  will be dis­
cussed in greater detail in chapter VII.
The dude rancher seems to be very conservative with his advertising 
budget. The total budget for the industry is $27,291. This amounts to 
one-fourth of one per cent of the total investment in dude ranching, and 
averages $682.27 per ranch per year. This includes the fee paid to the 
association by member ranches, which is not entirely involved with ad­
vertising..
Approximately forty-eight per cent of the industry advertising 
budget goes for other forms of advertising such as sports shows.
Thirty per cent is spent on various magazines and fifteen per cent is 
invested in pamphlets, brochures and mailing costs as shown in table 7.
The amount spent on advertising appears to be rather low compared 
with the amount of investment per ranch. This is due, in part, to 
the operators relying on their customers to do advertising for them 
(word of mouth advertising).
Clodus R. Smith, Lloyd F. Partain, James R. Champlin. Rural 
Recreation for Profit. (Danville, Illinois: The Interstate Printers
and Publishers, Inc., 1968).
TABLE 6
SPECIFIC PUBLICATIONS USED FOR ADVERTISING 
Publication No. of Ranches
TABLE 7
EXPENDITURES FOR ADVERTISING
Dude Rancher
Outdoor Life
Field and Stream
Farm and Ranch Vacation
Holiday
Sunset
Sports Afield 
Trout Unlimited 
Travel Log 
Muzzle Blast 
Masonic Magazine 
Northwest Airlines 
Frontier Airlines 
Western Airlines 
Saturday Review 
Montana Outfitter 
Midwest Outdoors 
Outfitters and Guides 
Wall Street Journal 
Western Outdoors 
Southern Outdoors
"local"
Fishing and Hunting News 
Poison Currier
23
12
7
4
3
3
3
2
2
Media
Newspapers
Television
Mail pamphlets
Magazines
Radio
Other
Association fee
Word of mouth
Amount
$ 25
450 
2,675 
6,742 
120 
10,280 
2,300
*Total $27,291
35 Ranches
u>
Some of the budgets used to figure the total were not broken down into the 
various categories.
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CLIENTELE
Residence
The information concerning the clientele was gathered from the 
operators of the ranches. The guests at the ranches were not inter­
viewed. It is assumed, however, that the information gathered is 
fairly accurate since, in almost all cases, the ranch operators and 
guests knew each other well.
The states most often mentioned as residence of the guests were 
Minnesota, closely followed by California, New York and Illinois.
Table 8 shows the states which were specifically mentioned as major 
states of residence for ranch guests and the per cent of ranchers 
listing the state as important. The operators were asked by the 
interviewer to list those states from which most of the guests come. 
They were also asked to identify the part of the country where most 
of the guests live. Table 9 indicates the areas of the country and 
the per cent of ranches listing each section. Five ranches mentioned 
foreign countries as supplying them with dudes. Four of these said 
their foreign visitors were from Europe. One ranch mentioned the 
Orient and one said Canada provided them with some guests. Two said 
that their guests come from all fifty states.
It was estimated that over ninety-five per cent of the dudes lived 
in towns and cities. Those that came from rural homes came mostly dur­
ing the hunting season and very few came to the dude ranch during the 
summer season.
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TABLE 8
RESIDENCE OF GUESTS AND NUMBER OF RANCHES 
RECEIVING GUESTS FROM EACH STATE
State No. State No
Minnesota 20 Michigan 3
California 19 Delaware 3
New York 17 Indiana 3
Illinois 16 Florida 2
Wisconsin 11 Texas 2
Pennsylvania 11 Oklahoma 2
New Jersey 6 Georgia 2
Washington 5 Maryland 2
Connecticut 4 Washington D.C, 1
Massachusetts 4 Virginia 1
Ohio 4 Tennessee 1
Europe 4 Kansas 1 ,
Oregon 3 Canada 1
Montana 3 All 50 States 2
North Carolina 3 Foreign 5
TABLE 9
OPERATOR ESTIMATES OF AREAS 
FROM WHICH GUESTS COME
Area No. Per cent
Northwest 15 35.7
Southwest 16 38.1
Midwest 29 69.0
Northeast 31 73.8
Southeast 13 30.9
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Income bracket and occupation
The ranchers were asked to estimate the approximate income of their
clientele according to the following classification;
Less than $7,500 per year 
$7,500 - $15,000 per year 
$15,000 - $30,000 per year 
Greater than $30,000 per year
Twenty-six per cent of the operators were either unable or un­
willing to supply this data. Information from seventy-four per cent 
of the operators indicates that an estimated fifty-five per cent of the 
guests made more than $30,000 a year and thirty per cent had an income 
of more than $15,000. There was 12.4 per cent who made from $7,500.
Most of those making less than $7,500 came for the hunting season only, 
however, but some of the operators included hunters as part of their 
dude business.
The data dealing with the guests occupations reaffirms the data 
concerning income of guests. (See Table 10) Of the total guests eighty- 
five per cent were professional people. The classification included 
those who owned their own business. There were twelve per cent listed 
as skilled technical workers. This category would include draftsmen, 
medical specialists, accountants, teachers, etc. Skilled labor accounted 
for 2.8 per cent and unskilled labor was not mentioned by any operator. 
(See Figure 3)
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INCOME BRACKET AND TYPE OF 
OCCUPATION OF GUESTS
Income Bracket Occupation
Greater than $30,000 55.16% Vs. Professional 85.09%
$15,000 - $30,000 30.0 %
$ 7,500 - $15,000 12.42% Skilled Technical 12.12%
Less than $7,500 2.42% Semi & Unskilled 2.79%
Greater than 
15,000
100
80
70 Professional
60 --
50
7,500 to 
15,000
30
20 Less than 
7,500Skilled
technical
Semi & 
unskilled
7ÿ̂ Per cent of guests 
Za income class □ Per cent of guests by profession
Fig. 3--The per cent of guests at Montana Dude Ranches 
by Income Class and Occupation
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Repeat guests and average length of stay
One important trend which became apparent during the course of the 
field study was the high number of repeat guests. These are guests that 
had been at the ranch on at least one previous occasion. Of all the 
guests, seventy-four per cent were repeat users of the ranch facilities. 
Returning guests normally repeat more than one time and one particular 
family has been visiting the same ranch for twenty-four consecutive 
summers.
The noirmal length of stay for the guests averages twelve days.
One rancher said his guests stayed an average of thirty-five days and 
the lowest average stay was five days at one ranch. Several of the 
ranchers made the comment that the average length of stay was much 
shorter now than in the past. This will be discussed more fully in 
Chapter VII.
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TRENDS
Future outlook
The operators were asked their opinions on the future of the dude 
business and their intentions to expand to meet any new growth* Eighty- 
one per cent of the ranchers believed that the demand would grow in the 
next five years. There was 1.9 per cent who felt there would be little 
or no change and seven per cent felt that there would be a decline in 
demand in the next five years. One should bear in mind, however, that 
the dude ranchers may be inclined to be somewhat optimistic about the
future, since they would not be in the business if they felt it would
1 ?fail. It is interesting to note, however, that of the thirty-four 
ranchers which expect business to grow, only twenty-nine per cent or 
ten ranchers anticipate an expansion of their facilities to meet this 
expected demand.
Past five years
Twenty-four or fifty-seven per cent of the ranches had experienced 
an increase in business over the last five years. This increase averaged 
124 per cent and ranged from five per cent to 800 per cent with the 1964 
figure as base. Five ranches suffered a loss in business and eleven
15G. Kotana, "Rational Behavior and Economic Behavior, "Psychologi­
cal Review. Sept., 1953, pp. 307-318, Vol. 60.
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ranches had experienced little or no change over the five year period. 
Five of these reported, however, that they are presently operating at 
capacity and no increase in the number of guests was possible. Two of 
the five ranches which had a decline in business said that they had 
caused the decline intentionally by becoming semi-retired. Twenty-five 
operators said that, at least for portions of the season, demand for 
their services exceeded facilities. The remaining seventeen said that 
at no time did demand exceed facilities. Forty-one per cent of those 
having an excess in demand intended to expand.
There is fifty-nine per cent of the ranches operating with a de­
mand in excess of capacity, and most of these ranchers had no intention 
of expanding their facilities to meet this demand. These ranchers may 
seem nonprogressive which may well be the case but it should be pointed 
out that the majority of the dudes come during late July and August. 
During the early and late portions of the season, none of the ranches 
operate at capacity. Several of the operators who claimed to have a 
demand in excess of facilities stated that while this had been occurring 
over a period of several years, it only occurred during the peak of 
each season. The demand is very seasonal in nature and increasing 
facilities to cope with the peak season would leave the rancher with 
empty facilities during most of the year.
A spontaneous comment from the ranchers in response to the question 
concerning growth over the last five years was that business was down 
or spotty this year. Twenty-six per cent of the operators made this
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comment without direct questioning by the interviewer. It is for this 
reason that this information is presented. The author believes that a 
much higher number of ranchers would have reported similarly had the 
question been posed directly.
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Services* Offered
Twenty-one ranches stated that they specialized in at least one 
service. Table 11 shows the services advertised as specialties and 
the number of ranches that offered this service.
There were thirty-eight different services offered by various 
ranches. None of the ranches offered all of the services listed.
One ranch offered only six while the most offered by one ranch was 
thirty. Table 12 shows the range of services that were offered at 
each ranch. It shows both the number and per cent of ranches that 
offer the particular service. Hunting is broken down into twelve 
different types.
Summary
Chapter III is basically a description of the dude ranch industry 
today.
It was brought out that most of the firms are concentrated in two 
areas of the state. These areas are the Bob Marshall Wilderness area 
and the Yellowstone Park area. It appears, also, that the unique 
qualities of the two areas have some affect on the operators' decisions 
to locate in either area. The ranches located near Yellowstone Park 
have, on the average, been in operation longer than ranches located 
elsewhere.
The "services" referred to in this section are those activities 
for which facilities are provided at the ranch.
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TABLE 11
SERVICES ADVERTISED AS SPECIALTIES AND 
NUMBER OF RANCHES OFFERING SERVICE
Specialty
Riding 
Packing 
Fly fishing 
Fishing 
Good food 
Cattle Punching 
Hunting 
Winter sports 
Float trips 
Water skiing
No. of Ranches
9
5
3
2
2
TABLE 12
RANGE OF SERVICES OFFERED BY RANCHES
Service No. Per cent Service No. Per cent Service
(Hunting)
No.
(27)
Per cent 
64.3Fishing 41 97.6 Pack trips 19 45.2
Riding 40 95.2 Horseshoes 1 1 26.2 Big Game (27) 64.3Boating 13 30.9 Badminton 8 19.0
Swimming 30 71.4 Ping pong 5 11.9 Elk 25 59.5Camp ing 32 76.2 Golf 2 4.8 Deer 28 6 6 . 6Hiking 27 64.3 Tennis 3 7.2 Bear 27 64.3
Dances 18 42.8 Croquet 4 9.5 Goat 18 42.8Campfires 25 59.5 Skiing 1 2.4 Moose 1 1 26.2Cookouts 18 42.8 Water skiing 2 4.8 Sheep 9 21.4Picnics 3 7.2 Skeet 1 2.4 Antelope 6 18.3Parties 1 2.4 Roping 1 2.4 Mnt. lion 1 2.4Hayrides 2 4.8 Branding 2 4.8
Music 2 4.8 Pool 2 4.8
Bar 1 2.4 Basketball 1 2.4 Birds 8 19.0
Sailing 1 2.4
Canoeing 1 2.4 Water fowl 4 9.5
Jeep rides 1 2.4 Pheasant 1 2.4
Horse shows 1 2.4 Grouse 8 19.0
Rodeos 7 16.7 Sage hens 1 2.4
Rifle range 6 14.3
Archery 5 11.9
Ball games 18 42.8
(Baseball, Volley ball, etc.)
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The ranches vary considerably in the number of acres they comprise, 
both in terms of deeded and leased property. Four ranches operate with 
no deeded property. These firms are located on land leased from the 
U.S. Forest Service. The largest ranch controls over 40,000 acres.
The "average" ranch had:
I, A capacity of 30.6 guests 
II. 275 guests per year (1969)
III. A total investment of $236,340
A. $110,533 in the land
B. $84,700 in recreational facilities
C. $12,790 in equipment and livestock not related
All of the ranches had water available for recreation. The amount 
and type of water resource available varied considerably but only seven 
per cent of the operators felt that the resource was insufficient.
Other than word of mouth advertising, magazines and mail pamphlets 
were the most commonly used form of advertising. An average of $682
was spent per ranch for advertising purposes.
The guests visiting the Montana dude ranches are from urban areas, 
and over eighty-five per cent of the guests were from families with an 
income of over $15,000. The eastern states supplied most of the guests
with Minnesota being the most commonly mentioned.
Repeat business is very important to the ranch operator since 
seventy per cent of the guests coming to the ranches are repeat customers.
47a
The ranchers, for the most part, are optimistic about the future 
of the dude business. Eighty-one per cent believed that the demand 
would grow. However, only fiftyrseven per cent of the operators re­
ported an increase over the last five years.
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CHAPTER IV 
INDUSTRY ANALYSIS: PART A
BOB MARSHALL Vs. YELLOWSTONE Vs. SCATTERED AREA
In order to better understand the factors that affect the industry, 
three categories were chosen for analysis so that comparisons can be 
made. The Categories selected were chosen because observation during 
the course of the field study indicated that there might be some effect 
on the firm's characteristics, or it would seem rational that they 
should have some effect. Each of the participating firms was placed 
into each category according to its particular characteristics.
It was observed by the author during the field research that there 
were some rather striking differences in the firms located in the Yellow­
stone area as compared with those in the Bob Marshall area. For this 
reason, the ranch location category was chosen for analysis.
There were also some notable differences in firms which had been 
in operation for a number of years, compared to those of less longevity. 
Also, assuming that length of a firm's existence is some measure of 
success, one could expect to find some clue to success by studying 
those firms which have been in business over a long period of time.
Even more could be learned if data were available for firms which are
no longer in business. It is possible that some of the newer firms
will be quite successful but haven't had the time to prove themselves 
yet. The figure of twenty years was chosen because this is the average
life span of the firms now operating.
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Since firms established as corporations have certain advantages 
over unincorporated firms (such as tax structure, ability to finance 
and owner liability) it would seem logical that these incorporated 
ranches may differ in their characteristics from the unincorporated 
firms.
FACTORS RELATING TO SIZE
Acreage controlled
Those ranches in the scattered area are the largest from the stand­
point of acres owned, averaging 4,154 acres per ranch. One ranch, how­
ever, owns sixty per cent of the 70,668 total acres owned in the scat­
tered area. With that one ranch not being considered, the average 
acres owned is 1,792 for the scattered area as compared with 1,354 acres 
for the Yellowstone area and 486 acres for the Bob Marshall area. The 
author attributes this difference to factors other than location (primarily 
age of firm) which will be discussed later.
Another reason that the firms in the Bob Marshall area are smaller 
might be due to the fact that a large portion of the recreation on these 
ranches center around the wilderness area rather than the ranch itself.
A much greater percentage of these firms are involved with pack trips 
than in the other areas. Consequently, less owned land is needed by 
the firms for entertaining their guests. That is, the guests tend to 
spend more time on federal lands (the wilderness area) and less time on 
the ranch proper.
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The area leased by the firms in the three zones are; 491 acres 
(average) for the scattered area, 1,731 acres for the Yellowstone area 
and 1,988 acres for the Bob Marshall area. These figures do not in­
clude any land that is leased on an animal unit basis. The total acres 
controlled for the respective areas is 4,618 for the Scattered area,
3,104 for the Yellowstone area and 2,427 for the Bob Marshall area.
Capacity investment and rates
Table 13 shows the averages and total of each area for capacity, 
investment- and rates.
The primary factor affecting investment is the value of the land, 
because the land constitutes the greatest share of the total value of a 
ranch. It is not surprising, therefore, that the firms in the Bob 
Marshall area have the lowest average investment since they are also 
the smallest on the average. They also have the smallest average 
capacity which would indicate that the investment in buildings on the 
ranch is not as great as in the other two zones.
The per cent of total capacity at which the ranches operate are:
60.3 per cent in the Scattered area, seventy-three per cent in the Yellow­
stone area, seventy-five per cent for the Bob Marshall area. It is the 
opinion of the author that one reason for the lower percentage in the 
Scattered area is that these ranches do not have the advertising advantages 
of a unique and well known landmark such as Yellowstone Park of the Bob 
Marshall Wilderness area. That is, the firms in the Scattered zone do not 
have the same advantage of the others in differentiating their product.
TABLE 13
AVERAGES AND TOTAL FOR CAPACITY, 
INVESTMENT AND RATES
Scattered Yellowstone Bob Marshall
Total Average To tal Average Total Average
Capacity 509 29.9 432 33.2 341 28.4
Guests/season 2,449 153 2,620 201.5 1,712 142.6
Investment $5,010,000 $294,705 $2,955,000 $227,302 $1,763,000 $146,916
Adult rates/person /week $111.52 $129.10 $121.90
Child's rates/person/week $ 86.71 $95.20 $ 98.33
Ln
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Years in operation
The average for the Scattered area is 15.9 years in operation as 
compared with 27.2 years for the Yellowstone area and 9.8 years for 
the Bob Marshall area.
As was indicated in Chapter III, the first dude ranch in the state 
was located in the Yellowstone Park area. This would account, in part, 
for the older ranches being located in the Yellowstone area. Also, the 
Bob Marshall Wilderness has only been in existence since 1940. Prior 
to that time the firms in this zone, like those in the Scattered zone, 
could not as effectively differentiate themselves from other firms in 
the state. The formation of the Bob Marshall Wilderness afforded the 
means of differentiation.
Number of employees and legal structure
There is little difference in the number of permanent employees 
over the three areas. There is, however, a noticeable difference in the 
number of seasonal employees, particularly in the Yellowstone zone.
As was indicated earlier, the ranches in this area are older, have more 
capacity, and serve more guests each season than do the firms in the 
other two zones. Consequently the ranches in the Yellowstone zone would 
have to hire more people to accommodate their guests. Essentially all 
of the ranches contacted were family owned and operated ventures. This, 
and the highly seasonal nature of the business, would account for the 
little difference in the average number of permanent employees. (See 
table 14)
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TABLE 14
AVERAGE NUMBER OF EMPLOYEES PER RANCH
Scattered 
Permanent 2.5
Seasonal 4.5
Total 7
Bob Marshall 
2.75
4.8
7.6
Yellowstone
3
8.3
11.3
TABLE 15
LEGAL STRUCTURE OF THE RANCHES 
IN THE THREE AREAS
Scattered 
No. %
Sole Proprietor 11 64.7
Partnership 2 11.7
Corporation 4 23.5
Bob Marshall 
No. %
8
1
3
66.6
8.3
25
Yellowstone 
No. 7.
6 50.0
2 16.6
4 33.3
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The ranches located in the Yellowstone zone tend more toward the 
partnership and corporation type of business structure. This appears 
to be, in part, a result of the length of time in business and the size 
of the guest ranch operation. (Several of the ranch operators indicated 
that the incorporation of the ranch occurred when the children of the 
original owners began to take part in the business). (See table 15)
LAND BASE
Federal lands and water resource
Table 16 indicates the number of ranches that use federal lands 
for recreational purposes and the availability of water for recreation.
These data, however, give no indication of the amount of recrea­
tion that is done on federal lands as compared to that done on land 
controlled by the ranch.
One indication, however, may be seen in the ownership of the water 
used for recreation. Only 16.6 per cent of the firms in the Bob Marshall 
area have ownership of their recreational water. This would indicate, 
again, that more of the recreation on these ranches is done on federal 
lands than on the ranch itself. As was explained in Chapter III, the 
Bob Marshall Wilderness has had an effect on the type of activity of 
the ranches located nearby. The firms utilize the wilderness area for 
entertaining their guests, primarily by packing into the area.
Another indication of the dependence of the dude ranch on the 
Wilderness for entertaining the guests is the per cent of ranches that
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TABLE 16
FEDERAL LAND AND WATER AVAILABLE 
FOR RECREATIONAL PURPOSES
Scattered 
No. %
Bob
No.
Marshall
%
Yellowstone 
No. 7.
Federal land 1 2 70.6 1 2 1 0 0 13 92.3
Water available 17 1 0 0 12 1 0 0 13 1 0 0
Water owned 8 47.0 9 16.6 9 69.2
TABLE 17
FIRMS WITH ACCESS TO VARIOUS 
TYPES OF WATER RESOURCES
Scattered 
No. 7.
Bob
No.
Marshall
7,
Yellowstone 
No. 7,
Stream 11 64.7 4 33.3 6 46.1
River a 47.0 6 50.0 11 84.6
Lake 9 52.9 6 50.0 6 46.1
Pond 2 11.7 3 25.0 1 7.6
Pool 3 17.6 1 8.3 2 15.3
Total Firms 17 12 13
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use federal land In the course of the recreation operation. Every 
ranch in the Bob Marshall area used federal lands as compared with 
ninety-two per cent in Yellowstone and seventy per cent in the other 
areas.
The per cent of ranches in the scattered and Yellowstone zones 
which have swimming pools or artificial ponds was 17.6 per cent and
15.3 per cent, respectively. Only 8.3 per cent of the firms in the 
Bob Marshall zone had swimming pools. This would also indicate that 
these firms rely more on off ranch activities for their guests. Twenty- 
five, per cent of the ranches in the Bob Marshall zone had access to small 
natural lakes or ponds, most of which were located in the Wilderness area. 
(See table 17)
ADVERTISING
Advertising medium used
Table 18 lists the publications used by the firms in each area.
The Dude Rancher is the most frequently used publication for adver­
tising in the Scattered and Yellowstone zones. The advertising in the 
Dude Rancher, however, is included as part of the membership fee of the 
Dude Rancher's Association. A greater per cent of the ranches in these 
two areas are members of the Association. The total advertising budget 
of the firms in these areas is less than that of the firms in these areas 
is less than that of the firms in the Bob Marshall zone (See Figure 4B) 
and several of the firms do not advertise to any extent at all. This is
due primarily to the age of the firms in the Scattered, and Yellowstone
areas.
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These ranchers rely more heavily on word of mouth advertising for 
attracting new business. The affect of the age of the firm on adver­
tising will be discussed more fully in Chapter VI.
Budgets
Figures 4a and 4b show the distribution of advertising budgets 
and total advertising budgets for the firms in the three zones. These 
figures represent the average expenditure for the ranches in each area.
The total budget for advertising in each of the three areas re­
presents one per cent of the gross income for the Yellowstone area,
2.6 per cent for the scattered area and 3.6 per cent for the Bob 
Marshall area.
The low amount spent per ranch in the Yellowstone area is a re­
flection of their years in operation and the drawing power of Yellowstone 
Park. As was brought out earlier, seventy-four per cent of all dude 
ranch guests are repeat users and 80.7 per cent of the guests in the. 
Yellowstone area are repeat guests.
Ninety-two per cent of the ranches in the Yellowstone rely heavily 
on word of mouth advertising as compared with eighty-three per cent in 
the Bob Marshall area and eighty-two per cent in the scattered area.
The firms in the scattered zone expend less total dollars on
advertising than do the ranches in the other zones. Because of lower 
rates for services, however, the amount spent represents a greater 
proportion of income than is spent in the Yellowstone area.
TABLE 18
PUBLICATIONS USED BY THE FIRMS IN EACH AREA
Scattered Bob Marshall Yellowstone
Dude Rancher- 8 Outdoor Life—  6 Dude Rancher — 8Farm and Ranch Vacation—  2 Dude Rancher—  2 Field and Stream— 3Outdoor Life^ 2 Field and Stream—  2 Outdoor Life_ 3
Muzzle Blast-M" 1 Travel Log+V- 2 Trout Unlimitedfr 2Masonic Magazine-vV 1 Airlines Magazines+V 1 Holiday— 2Sunset—  1 Farm Vacation—  1 Sports Afieldtt- ^ 2Holiday-f 1 Midwest Outdoors+v 1 Farm and Ranch Vacation— 1Field and Stream—  1 Fishing and Hunting+f 1 Saturday Review-H 1Wall Street Journal^ 1 Poison Currier+f 1 Sunset— 1
Western 0utdoors4+ 1 Sunset—  1 Montana Outfitters H 1
Southern Outdoors-fr 1 Outfitters and Guides-H- 1
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CLIENTELE
Residence
The area in which the various firms were located had almost no 
effect on the home state of the guests, except that ranches located 
west of the continental divide drew more heavily from the west coast 
and those east of the divide more heavily drew from the midwest and 
east.
Income
A greater per cent of the guests at the ranches in the Bob Marshall 
area came from lower income brackets as is shown in table 19. The ranch 
operators in all areas reported that their hunting guests usually came 
from lower income groups than did their summer guests. It was explained 
to the interviewer that the hunters were usually men who came without 
their families and, consequently, didn't spend as much as they might for 
a family vacation. Most of the ranches in the Bob Marshall area offer 
packing and guiding, and hunting as a part of their dude business and, 
as a result, the average income of the guests in this area tends to be 
lower.
Repeat guests and average length of stay
It can be seen in figures 5a, b and c that there is some relation­
ship between the length of operation of a ranch and the per cent of re-
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TABLE 19
PER CENT OF GUESTS IN EACH INCOME 
BRACKET ACCORDING TO AREA
Scattered Yellowstone Bob Marshall
Over 30,000 60.4 6 6 . 6  42.7
15,000 - 30,000 26.3 27.8 32.8
7,500 - 15,000 13.3 5.6 16.2
Under 7,500 0 0 8.3
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Average length of 
visit (days)
13.6
11.f
10.0
b.
Per cent of
repeat guests
80.7
75.0
62.5
Years in
operation
27.2
15.9
9.8
Yellowstone
□
Scattered 
Bob Marshall
Fig. 5a.--The average length of stay per visitor 
in each of the three areas.
Fig.5b.--The per cent of guests in each area that
are repeat guests.
Fig. 5c.--The average number of years of operation 
for the firms in each area.
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peat guests that visit that ranch. Several of the operators of. the 
oldest operating ranches claimed that they no longer solicited any new 
business. They were able to maintain a high level of operation solely 
from their repeat customers. This relationship will be more fully dis­
cussed in Chapter six and is a function more of age than location. It 
is reflected in a discussion of location because the ranches in the 
Yellowstone zone are older than those in the Scattered zone, which are, 
in turn, older than the firms in the Bob Marshall zone.
It would seem that the guests in the Yellowstone and Scattered 
zones spend a little more time at the dude ranch than do the guests at 
the ranches in the Bob Marshall zone. This is again due, at least in 
part, to the fact that hunters make up a greater portion of the dudes 
in the Bob Marshall. These hunters tend to spend less time at the 
ranches than do the summer dudes.
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TRENDS
Future outlook for the industry
One curious fact brought out in figure 6 is that only about half 
of those operators that think demand for dude ranch services will grow, 
intend to expand to meet this demand. This point will be discussed 
more fully in Chapter V. The operators in the Bob Marshall area 
seemed less optimistic about the future but they also seemed more will­
ing to expand their facilities to meet any growth. One reason for this 
stems from the fact that the operators in the other areas have been in 
business longer and have reached the size of operation that is optimal 
for them. Sixty-seven per cent of the ranches in the Yellowstone area 
indicated that they would not expand even to meet an existing demand 
which they cannot presently accommodate. That is, these operators do 
not wish to increase the size of their business even though the demand 
might justify such an increase.
Past five years
Figure 7 shows the number of operators and per cent of operators 
in each area who have experienced either an increase, a decrease or a 
static demand oyer the past five years. It appears that the demand for 
dude ranching is much the same in each area and is not affected by the 
area in which the ranch is located.
5.9 5.9 88.3
Scattered
Yellowstone
Bob Marshall
58.333.38.4
Per cent of operators who believe demand will decline
Per cent of operators who believe demand will remain the same 
Per cent of operators who believe demand will grow
o\
Ln
Fig.6 --Ranch operator's opinions concerning future demand
for ranch services
Shaded area represents per cent of firms that intend to expand
Scattered Bob Marshall
60.07,
Increase
33.37,
Same
Yellowstone
%. 6%|
Decrease
61.57,
Increase
23.17,
Same
15.37,
Decrease/
58.37,
Increase
25.07,
Same
/is. 67, 
Decrease
Cn»
Fig. 7.— Per cent of ranches In each area that have had an Increase, 
decrease or static demand for the five year 
period from 1964 through 1969
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SERVICES OFFERED
The major difference in the services offered by the firms in each 
of the areas is in the amount of packing and guiding done by the firms. 
The ranches in the Bob Marshall area, with only one exception have 
packing and guiding as part of their operations (91.6 per cent). This 
compares with 64.7 per cent in the Scattered area and 53.8 per cent in 
the Yellowstone area. It seems obvious that the area of ranch location 
has certainly had a strong affect on the services offered, at least 
from the standpoint of packing and guiding. The proximity of the Bob 
Marshall Wilderness allows for a unique type of recreation experience 
for the dude ranch guests, in that area. The operators of the firms 
in the Bob Marshall zone have taken full advantage of the Wilderness 
area for recreational activities of their guests. In the other two 
zones, the ranch operators offer a wider variety of ranch based activi­
ties to entertain their guests.
There was also a slight difference noted in the per cent of ranches 
that had hunting camps during the hunting season. Ninety-one per cent 
of the firms in the Bob Marshall area provide facilities for hunters. 
There is forty-eight per cent of the Yellowstone area ranches and sixty- 
one per cent of the scattered ranches who engage in hunting services 
for their guests, during the fall season.
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Of the remaining services offered by dude ranches, there were 
none that appeared to be concentrated in any particular area. The 
rest of the services are "typical" dude ranch services and might be 
found at any dude ranch regardless of the area in which the ranch 
is located.
Summary
The ranches located in the Bob Marshall owned less, but leased 
more, land per ranch than the firms in the other two areas. As a re­
sult the Bob Marshall ranches controlled slightly more land on the 
average. One ranch in the Scattered area owned sixty per cent of the 
total land owned by dude ranches in that area and, theredore, was 
not considered because it was such an extreme case. The smaller amount 
of land owned per ranch by the firms in the Bob Marshall area was pro­
bably a result of two factors. The ranches in this area are much 
younger and came into the business when land prices were much higher. 
They have less recreation on the ranch for their guests, and the 
emphasis is more on packing into the Bob Marshall, itself.
The firms in the Bob Marshall area have less capacity and fewer 
guests per season than the firms in the other two areas. They also have 
the least investment. The rates per guest are higher, however, with 
more recreation being centered around the wilderness experience than on 
ranch based activities. Because of the emphasis on pack trips it is 
reasonable to assume that the ranches would have a smaller capacity.
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It would be very difficult to outfit for more than thirty or forty 
people at any given time. These ranches also are not as old as the 
ranches in the other areas and may not have reached the size of
operation yet the operators feel is optional. This can be seen in\
the fact that a larger proportion of the ranches in the Bob Marshall 
area intend to expand. With less capacity and less land owned, it 
naturally follows that investment would be lower.
The ranches in the Scattered area operate at the lowest per cent 
of capacity (averaging 61.25 per cent) and this probably stems from 
the fact that these ranches do not have a Bob Marshall Wilderness or 
Yellowstone Park nearby to attract guests.
The youngest ranches are located in the Bob Marshall area. That 
is understandable since there was no particular means of differentiation 
to cause a concentration of ranches in the Bob Marshall area prior to 
the establishment of the wilderness. The Bob Marshall was established 
in August of 1940 and before that time there was little reason for 
establishing a guest ranch in that area in preference to some other 
area. The firms in the Bob Marshall are involved less with other 
types of business such as cattle ranching which would indicate that 
they were established primarily for the purpose of recreation.
The ranches in the Yellowstone area have the highest number of 
employees per ranch but they are larger in terms of capacity and total 
guests per season.
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It appears that the Bob Marshall ranches rely more heavily on 
federal lands for recreation than the others as evidenced by the small 
per cent that own the water resources used for recreation, and by the 
greater percentage that are outfitters.
The Bob Marshall ranches spend more per ranch for advertising 
while the Yellowstone area firms spend the least. The per cent of 
repeat business is higher for the Yellowstone and Scattered areas, 
however, and they consequently rely more heavily on word of mouth 
advertising to drum up new business.
The only noticeable affect of ranch location on guest source 
areas was that those ranches east of the continental divide drew more 
from the midwest and east and those west of the divide drew more 
heavily from the west coast.
The guests visiting the firms in the Bob Marshall area averaged 
lower in income, stayed shorter periods and repeated their visits 
less often than the guests visiting the firms in the other areas.
More of the guests coming to ranches in the Bob Marshall came to hunt 
and the hunting clientele tended to be in lower income than the regular 
summer guests, according to the ranch managers. Many of the summer 
guests came to ranches in the Bob Marshall zone more for the unique 
wilderness experience, rather than for a typical dude ranch vacation. 
Once having completed the wilderness experience, the guests would be 
less inclined to repeat as compared to those who came just because 
they enjoyed the dude ranch vacation.
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The operators in the Bob Marshall area were more skeptical about 
the future of the dude business yet a greater per cent of the operators 
were willing to expand to meet any future growth in demand. This wil­
lingness to expand appears to be a function of the shorter life span 
of the firms in the Bob Marshall zone. Many of these firms have not 
yet reached what their operators consider optimum size.
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CHAPTER V 
INDUSTRY ANALYSIS: PART B 
PROPRIETORSHIPS AND PARTNERSHIPS Vs. CORPORATIONS
A natural separation of categories which can be used for compari­
son of firms in an industry is the legal structure - corporations versus 
partnerships and proprietorships. It is assumed here that, for most 
industries, the corporations in the industry do the greatest share of 
the business. This assumption is heavily substantiated by the United 
States Internal Revenue Service Statistics.Pro prietorsh ips and 
partnerships dominate the retail trade and service businesses, in terms 
of number. In terms of business receipts, however, the corporations 
have an easy lead. (See Appendix B, page 118).
The purpose of this section is to determine if the same relationship 
between corporations and proprietorships-partnerships holds true in the 
dude ranching industry and what affect, if any, the legal structure of 
the various firms has on the characteristics of the firms.
^^Robert W. Johnson, Financial Management. (Boston: Allyn and 
Bacon, Inc., 1968) p. 20.
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Factors relation to size
Acreage controlled.- Figure 8 shows the amount of land controlled 
by the firms in the two categories (corporations, and partnerships- 
proprietorship). One of the corporation ranches was very much larger 
than the others and owned eighty-seven per cent of the total land 
owned by corporations. For this reason a separate column has been 
constructed to show the relationships of the two categories with and 
without the one ranch being considered.
With the large ranch being considered it can be seen that the 
corporations are more than twice as large as the partnership and 
proprietorship ranches if the largest corporation is not considered.
Capacity, investment and rates.- The corporations have the edge 
in size in terms of capacity and total guests per season. They average 
a capacity of forty guests at any given time as compared with twenty- 
eight guests for the partnerships and proprietorships. The corporations 
averaged 187 guests per year compared with 164 for the partnerships and 
proprietorships.
The corporations operated at a slightly lower per cent of capacity 
averaging 61.35 per cent. The partnerships and proprietorships operated 
normally at seventy per cent of capacity.
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The corporations averaged slightly larger in terms of total 
investment. The corporations averaged $292,181 per ranch compared 
with $212,800 for partnerships and proprietorships. If, however, 
the large corporation mentioned earlier is not considered, the 
average investment for corporations is $201,272 or $11,500 less per 
ranch than the partnerships and proprietorships.
The corporations have been in business longer, averaging 26.8 
years. The partnerships and proprietorships have been operating for 
an average of 15.6 years. In earlier discussions it was brought out 
that the per cent of capacity at which the firms operate is partially 
a function of the length of time a firm has been operating. The 
longer a firm has been in business, the more likely is that firm to 
operate at or near capacity throughout the season. In the case of 
corporations, however, there is a wide range in the years in service.
The range is from less than one to forty-eight years. None of them 
have been operating for a period of from twelve to thirty-eight years. 
Half of them have been in business for less than eleven years. Thirty 
per cent have been in business less than four years. The effect of 
this wide range is to reduce the per cent of capacity at which the 
corporation firms operate more than would be expected if the variation 
in age were not so large.
Number of employees.- Since the corporations have both a larger 
average capacity and average more total guests per season, it is reason­
able to assume that they would employ more people to provide the neces­
sary services. ^See table 2 0 )
73
TABLE 20
NUMBER OF EMPLOYEES FOR CORPORATIONS, 
PARTNERSHIPS AND PROPRIETORSHIPS
Corporations
Average No.
Partnerships & 
Proprietorships
Average No.
Total employees of employees Total employees of employees
Permanent 37 3.6 70 2.3
Seasonal 90 8 . 2 154 5.13
Total 127 12 224 7.4
TABLE 21
CORPORATIONS AND PARTNERSHIPS & PROPRIETORSHIPS USING FEDERAL LANDS 
FOR RECREATION AND THE AVAILABILITY OF WATER ON THAT LAND
Corporations 
No. Per cent 
Federal land 11 100
Water available 11 100
Water owned 3 27
Partnerships and Proprietorships 
No. Per cent
31 100
31 100
15 48
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TABLE 22
NUMBER OF FIRMS IN EACH CATEGORY AND COVER TYPE
Mountain forested 
Mountain combination 
Mountain grassland
Corporations
No. of 
firms
6
I
0
Per cent 
of total
54.5
9.2
0
Partnerships & Proprietorships
No. of 
firms
11
5
0
Per cent 
of total
35.5
16.1
0
Mountain valley forested 1 
Mountain valley combination 3 
Mountain valley grassland 0
9.1
27.3
0
7
2
2
22.5
6.4
6.4
Plains forested 
Plains combination 
Plains grassland
0
0
0
0
0
0
0
1
2
0
3.2
6.4
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Land base
Federal lands and water resources.- It appears that the corpora­
tions rely more heavily on federal or other private land for recreational 
purposes since fewer of them own the water resource which the guests use 
for recreation. (See table 21)
Ranch environment.- The partnerships and proprietorships are located 
in a much wider variety of topography and cover type than are the corp­
orations. This is probably because a higher per cent of the partnerships 
and proprietorships are engaged in other operations and probably began 
the dude business on existing cattle ranches. The corporations tend to 
be more specific, (having only recreation as a business) and were located 
for that purpose. Thus, they tend to be found more in the forested 
mountains and mountain valleys than in the other areas. (See table 22)
Advertising
The corporations spend much more on advertising than do the partner­
ships or proprietorships. They have four per cent of their gross recrea­
tion income invested in advertising as compared with 1.3 per cent in­
vested by the partnerships and proprietorships.
It would appear that the partnerships and proprietorship firms are 
not doing the amount of advertising that they should be doing to main­
tain their operation, especially since they do not depend as much on 
word of mouth advertising as do the corporations. According to Smith, 
Partain and Champlin, the average expenditure for advertising by firms
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engaged in outdoor recreation activities is 5.5 per cent of their gross 
i n c o m e . T h i s  problem will be discussed in greater detail in Chapter
VII.
The partnerships and proprietorships have a greater per cent of 
their guests repeating which may account, in part, for the smaller 
investment in advertising. (See table 23)
Part of the problem does, however, lie with the industry. The 
dude ranchers do not make a great deal of effort to attract new clientele 
each year. Firms engaged in outdoor recreation, according to Smith^^, 
spend an average of 5.5 per cent of their gross income on advertising.
The dude ranchers average only two per cent of their income in advertis­
ing.
It would appear, also, that the dude ranch today is failing to reach 
its market. The market for the dude ranch services is in the higher in­
come brackets - mostly in families with incomes greater than $30,000 a 
year. It was brought out in Chapter VI, however, that the newer ranches 
are spending twice as much as the older firms for advertising, yet they 
are attracting fewer guests and these guests are in lower income classes.
^^Clodus R. Smith, Lloyd F. Partain, James R. Champlin. Rural 
Recreation for Profit. (Danville, Illinois: The Interstate Printers
and Publishers, Inc., 1968).
^®lbid"-
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The ranches, also, are not keeping pace with modern society. The 
accommodations are rustic at all ranches and rather primitive at many. 
It is the opinion of the author that the modern version of the dude is 
interested more in comfort and convenience than in old west living and 
"roughing it".
The operators of the dude ranches do not seem to be aware of the 
situation facing the- industry. Individually, they believe that their 
business has grown over the last five years and will continue to grow 
in the future. The data does not bear this out, however. The trend 
has been toward a decline in the amount of business being done by the 
dude ranch industry. With fewer ranches operating and with more firms 
leaving the industry than entering, however, it might well appear to 
the individual operator that demand is increasing, since he may be 
absorbing business from firms which no longer operate.
Clientele
Residence.- There was no discernable difference in the residence 
of the guests for corporations and partnerships and proprietorships.
Income of guests.- The corporations seem to attract guests from 
higher income brackets as shown in Figure 9.
The corporation spends much more for advertisement, and it is 
likely that they are more effective in reaching their target markets. 
Since over eighty per cent of the guests at Montana dude ranches make 
more than $15,000 a year it can be seen that the market for dude ranch 
services is in the higher incomes.
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TABLE 23
ADVERTISING MEDIA USED AND AVERAGE 
AMOUNT SPENT PER RANCH
Total Average Total
T.V. $ 0 $ — $ 450 $ 18.00
Radio 0 “ - 119 4.75
Newspaper 0 25 1 . 0 0
Pamphlets $1,125 $102.27 1.650 6 6 . 0 0
Magazines 2,150 195.45 4,592 183.36
Other 9,500 863.63 780 31.28
Word of mouth 1 0 ranches 91% 26 ranches 84%
Total $14,775 $1,343.00 $12,516 $501
The totals shown do not match the columns because some of the 
operators reported advertising expenditures but were unable to break 
down these into the various categories listed.
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52%
29%
16%
Over
30,000
15,000-
30,000
7,500- 
15,000
7,500 
Proprietorships 
& Partnerships
66%
24%
8%
XL
Over
30,000
15,000-
30,000
7,500-
15,000
7,500
Cor porations
Fig. 9--Income brackets of guests
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Repeat guests and average length of stay»- The partnerships and 
proprietorships have the edge in per cent of repeat business and in 
average length of visit with seventy-five per cent of the guests re­
peating and an average length of visit of 12.4 days. This compares 
with 67.5 per cent of the guests repeating and an average stay of 11.2 
days for corporation guests. This difference is most likely due to 
the wide variation in the number of years that the corporations have 
been in business.
Trends
Future outlook.- The operators of the corporations are very optimis­
tic about the future of the dude business. One hundred per cent of them 
said they expected that the demand would grow and sixty-three per cent 
of them expect to expand to meet this greater demand.
The operators of the partnership and proprietorship firms are less 
optimistic about the future with only sixty-eight per cent of them of 
the opinion that demand will increase. Twelve per cent expect a decline 
and twenty-two per cent do not believe demand will change in the next 
five years. Fifty-eight per cent of them, however, expect to expand 
their facilities sometime in the future.
Decrease
40% 40% 2 0%
Increase Decrease Same
67% 3% 30%
Increase 1/ Same
Corporations
00
Partnerships & 
Proprie torships
Fig. 10--Per cent of firms experiencing a change 
in demand over the last five years
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Past five years
It would appear that the partnerships and proprietorships have had 
better business over the last five years than the corporations. Two- 
thirds of the partnerships and proprietorships said that they have 
noticed an increase in demand for their services averaging 135 per cent. 
The per cent of increase was measured using the 1964 figures as base. 
Forty per cent of the corporations reported an increase in demand and 
the increase amounted to seventy-one per cent per ranch. Another forty 
per cent of the corporations reported a decrease and the remaining 
twenty per cent reported that there had been little or no change over 
the last five years. Only three per cent of the partnerships and pro­
prietorships experienced a decrease and the remaining thirty per cent 
reported that there had been little or no change. (See figure 10)
Summary
The purpose of Chapter V was to determine what affect if any the 
legal structure of the firm had on its business characteristics. It 
is often assumed that corporations are larger both in terms of assets 
and income. While this is generally true, it does not always hold.
Many small businesses might incorporate for various reasons. Probably 
the most important is the tax position of the corporation. As Johnson 
states, "The owners of a business are interested in the total package 
of financial benefits that they can derive from a business. Because 
the owners of many small businesses are also the managers, the benefits
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they can receive as officers may be as important to them as the pay­
ments they receive as owners. The form of business organization
19materially affects the tax position of these arrangements."
The major tax difference is that stockholder-employees are treated 
as employees for tax purposes. That is, their earnings are deductible 
for tax purposes.
This one fact is particularly relevant to the dude ranch industry 
in Montana. All but one of the corporations are family owned, closed 
corporations. They are owned, financed, and managed, in most cases, 
by one individual and his immediate family. These firms differ little 
from the partnerships and proprietorships with respect to size and they 
face the same managerial and financial problems as proprietorships and 
partnerships.
Another reason a small business might incorporate is to increase 
its potential to finance future growth. In the case of the dude ranches, 
the act of incorporating has little affect on their ability to raise 
additional funds (other than retained earnings) because the stock is 
issued to family members and not offered for sale on the market. As the 
size of the corporation decreases, the advantages of incorporation 
dwindle. It would appear that this is the case with the dude ranching 
industry in Montana. A summary of the data bears out this point.
19Robert W. Johnson, Financial Management, (Boston: Allyn and Bacon, 
Inc., 1968) p. 25.
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The proprietorships and partnerships own more than twice as many 
acres as corporations if the single largest corporation is not con­
sidered. The corporations are twice as large as the partnerships and 
proprietorships if the largest corporation is considered.
There is relatively no difference in the business characteristics, 
as a whole, of the corporations and partnerships and proprietorships. 
The only real difference seems to be in title only and this has little 
affect on the success of the ranch. The differences that were noted 
between the two types of firms are as follows:
I. The corporations have a larger capacity and average 
more guests per year than the partnerships and pro­
prietorships.
II. The corporations have a slight edge over partnerships 
and proprietorships in total investment (thirty-seven 
per cent more for corporations). If the one largest 
corporation is not considered, however, the corporations 
average $11,600 (five per cent) smaller than the partner­
ships and proprietorships.
III. The corporations operated at an average of sixty-one 
per cent of full capacity compared with seventy per 
cent for the partnerships and proprietorships.
The corporations have been in business much longer on 
the average but the variation in age is great. The 
variation is from one to forty-eight years with fifty 
per cent of the ranches being under eleven. The re­
maining fifty per cent are over thirty-nine years of 
age.
IV. The corporations have forty per cent more employees 
per ranch.
V. The corporations own less of the water resource which 
they utilize for recreation.
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VI. The corporations spend a much greater proportion 
of their income on advertising. Corporations 
spend four per cent on advertising while 1.3 per 
cent is spent by partnerships and proprietorships.
VII. The guests staying at the corporation ranches come 
from slightly higher income brackets but they re­
peat less often and stay for slightly shorter 
periods.
VIII. Sixty-six per cent of the partnerships and pro­
prietorships had experienced an increase in de­
mand over the last five years while only forty 
per cent of the corporations reported an increase.
IX. There was no discernible difference in the educa­
tion or training of the operators of ranches in 
either category.
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CHAPTER VI
INDUSTRY ANALYSIS; PART C
FIRMS OVER TWENTY YEARS OF AGE Vs. 
FIRMS LESS THAN TWENTY YEARS OF AGE
While doing the field research it became apparent to the author 
that the number of years a ranch had been in operation had affect on 
the various characteristics chosen for study. This affect was most 
noticeably present in the number of guests and per cent of repeat 
business enjoyed by the ranches. The purpose of the chapter is to 
determine the exact nature of the relationship between number of 
years of operation and the firms' success.
Since the average age of all the firms was approximately twenty 
years, this was chosen as the dividing point for the two categories. 
For ease of presentation, those firms which have been in business for 
more than twenty years will be referred to as group A for the rest of 
Chapter VI and those in operation for less than twenty years will be 
referred to as group B. Group A indludes seventeen firms, five of 
which have changed operators once during their existence. This 
represents 40.5 per cent of the total ranches with 59.5 per cent or 
twenty-five ranches being younger than twenty years.
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Factors related to size
Acreage controlled.- Of the total 92,737 acres owned by Montana 
dude ranches, group A controls 73.4 per cent or 68,112 acres. The 
average size of group A ranches is 4,006.6 acres with an additional 
1,056 acres under lease. This makes the total land controlled by 
group A firms 4,814 acres per ranch or 81,848 acres total.
Group B ranches were much smaller, averaging 985 acres owned 
and 1,446 additional acres under lease for a total 2,258 acres per 
ranch.
Capacity investment and rates.- The group A ranches are also 
larger than group B in relation to capacity and number of guests per 
year. They have a capacity of 39.4 guests per ranch and take in 216 
guests per ranch. Group B firms have a capacity of 23.4 guests per 
ranch and 126 guests per season.
It would naturally follow that since group A has more land con­
trolled per ranch and a greater capacity per ranch, investment would 
be higher. This is certainly the case with $325,000 average invest­
ment per ranch for group A as compared with $166,240 for the group B 
ranches.
The group A firms charge slightly more, averaging $125.35 per 
week per ranch as compared with $117.50 per ranch for the group B 
firms. Sixty per cent of the group A firms charge separately for
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TABLE 24
TOTAL AND AVERAGE NUMBER OF EMPLOYEES PER RANCH 
Permanent Seasonal Total
Group A Total 45 153 198
Average 2.6 9 11.6
Group B Total 69 90 159
Average 2.8 3.6 6.4
TABLE 25
BUSINESS STRUCTURE OF THE FIRMS IN EACH GROUP
Group A Group B
Total Per cent Total Per cent
Proprietorship 10 58.8 15 60
Partnership 1 5.8 5 20
Corporations 6 35.3 5 20
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children and these nine ranches average $98.70 per week per child.
(The age at which the lower charge is assessed is usually twelve or 
younger.) Only twenty-four per cent of the group B firms have rates 
for children and they average $81.50 per week.
Number of employees and business structure
The number of employees per ranch is consistent with the other 
data relating to size. The group A firms have 11.6 employees per ranch 
as compared with 6.4 per ranch for the group B firms. Table 24 shows 
the number of employees in each group that are permanent or seasonal.
Little difference in the type of business structure between the
two groups was noted. Fifty-eight per cent of the group A firms were
corporations and sixty per cent of the group B firms had incorporated.
(See table 25)
Land base
There was no noticeable difference in the number of firms in either 
group that use federal lands for recreation. Eighty-eight per cent of 
group A ranches used federal lands and eighty-four per cent of the group 
B firms used federal lands. It would appear, however, that the group B 
firms rely more heavily on federal lands than on their own property for 
recreation activities since only thirty-two per cent of the group B 
firms own the water resource which they utilize for recreation while 
fifty-nine per cent of the group A firms own the water resource utilized.
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TABLE 26
TYPE OF LAND BASE 
Group A Group B
No. of Per cent No. of Per cent
firms of total firms of total
Mountain forested 7 41.1 10 40.0
Mountain combination 3 17.6 3 1 2 . 0
Mountain grassland 0 0 0 0
Mountain valley forested 2 11.7 6 24.0
Mountain valley combination 2 11.7 3 1 2 . 0
Mountain valley grassland 2 11.7 0 0
Plains forested 0 0 0 0
Plains combination 0 0 1 8 . 0
Plains grassland 1 5.8 2 4.0
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Ranch environment and water resource
The ranches in both groups are fairly evenly scattered in the var­
ious categories of ranch environment was related to geographic location 
rather than local environmental factors. As was discussed in chapter 
III, the group A firms are concentrated in the south-central portion 
of the state while the group B firms are concentrated more in the area 
around the Bob Marshall Wilderness.*
All ranches in both groups reported having access to water for 
recreation. Six per cent of the group A firms did not feel that they 
had enough water resource for recreation and eight per cent of group 
B felt they needed more water for recreation.
Clientele
Residence.- There was very little difference in the area of the 
country from which the guests come. Group A, however, drew slightly 
more from the northwest, southwest and southeast than did the group 
B firms. (See table 27) Four of the five firms which mentioned that 
they have guests from foreign countries are in group A.
The older ranches could be expected to draw guests from wider 
areas since they have had more time to build their clientele and to 
become known to the potential markets.
Chapter III, page 22.
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Group A
TABLE 27
NUMBER AND PER CENT OF RANCHES REPORTING 
GUESTS COMING FROM THE FIVE AREAS 
OF THE UNITED STATES
No. of firms 
reporting
Per cent of 
ranches 
reporting
NW
7
SW
8
MW
11
NE
12
SE
6
41.2 47.1 64.7 70.5 35.3
Group B No. of firms 
reporting
Per cent of 
ranches 
reporting
32 32
18
72
19
76 28
TABLE 28
PER CENT OF GUESTS IN EACH INCOME BRACKET
Over 30,000 15,000-30,000 7,500-15,000
Group A 65.5 23.2 lo
Group B 49.5 33.7 13.75
Less than 
7,500
2.3
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Income bracket and occupation.- The group A ranches drew clientele 
more heavily from the higher income brackets than did the group B firms. 
(See table 28)
Sixty-five per cent of the guests at group A ranches had an income 
in excess of $30,000 as compared with 49.5 per cent for guests at group 
B ranches.
The occupation of the guests does not differ noticeably in either 
group. Both groups follow the same pattern as for the industry as a 
whole.
Group A has a decided advantage over group B firms with reference 
to the per cento of guests that repeat and the average length of visit. 
Group A ranches have an 80.8 per cent repeat business and an average 
visit of 12.3 days as compared with 68.7 per cent repeat business and 
11.4 days visit for the group B firms.
Advertising
The firms in group A do much less advertising in total than do the 
group B firms. The older firms rely very heavily on word of mouth adver­
tising with one hundred per cent of them reporting that this type of 
advertising was significant in attracting guests to their ranch. They 
also have a higher percentage of their guests repeating and as conse­
quence they spend considerably less on advertising (See table 29). They 
average $407 per year as compared with $815 per year for the group B 
firms. They advertise in fewer publications and do less promoting in
GROUP A
TABLE 29
TYPE OF ADVERTISING DONE BY THE 
FIRMS IN GROUP A AND GROUP B
No. of ranches 
reporting
Per cent of total
News
0
0
T.V. Pamph. Maga. Radio Word of mouth
0
0
14
82.3
13
76.4
0
0
17
100
Other
3
17.6
GROUP B
VO
News T.V. Pamph. Maga. Radio Word of mouth Other
No. of ranches 
reporting 4 1 16 17 2 19 1 0
Per cent of total 16 4 64 6 8 8 76 40
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TABLE 30
TYPES OF ADVERTISING DONE BY THE FIRMS IN GROUPS A AND B 
OTHER THAN THOSE SHOWN IN TABLE 30
Group A
Other advertising media used
Media used
Chamber of Commerce 
Enco Guide 
Mobile Guide 
Hotel Guides 
Sports Shows
No. of 
ranches
Publications used
Publication
No. of 
ranches
Dude Rancher 12
Trout Unlimited 2
Airlines Magazines 1
Holiday 3
Sunset 2
Saturday Review I
Farm and Ranch Vacation 1 
Field and Stream 2
Outdoor Life 2
Sports Afield 1
Montana Outfitter 1
Group B
Other advertising media used
Media used
No. of 
ranches
Sports Shows 
State Travel Agency 
Wilderness Society 
Private Travel Agency 
Chamber of Commerce 
College
Great Northern Railroad 
Booking Trips
Publication
No. of 
ranches
Dude Ranchers 
Outdoor Life 
Field and Stream 
Sports Afield 
Sunset
Montana Outfitters 
Western Outdoors 
Southern Outdoors 
Wall Street Journal 
Muzzle Blast 
Farm and Ranch Vacation 
Masonic Magazine 
Midwest Outdoors 
Fishing and Hunting News
6
7
4
2
59%
Increase
35%
Same
Decrease,
56%
Increase
20%
Same16%
Decrease
Fig. ll--Change in demand for dude ranch services 
over the past five years
■vO
O '
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other forms than do the group B ranches. Table 30 shows the type of 
advertising done by the firms in either group.
Trends
Future outlook.- The operators of the group A ranches tended to be 
a little more optimistic about the future of the dude business. Over 
eighty-eight per cent of them believed that the demand for dude ranch­
ing services would grow. Only seventy-six per cent of the group B 
ranches reported similarly. Twelve per cent of the group A ranchers 
believed that demand would either decline or would not change in the 
next five years. Eight per cent (two ranches) of the group B ranchers 
thought that demand would decline while sixteen per cent believed that 
demand would remain static.
There is little difference between the group)A and group B firms 
concerning their intentions to expand. There were 7Q.5 per cent of
I
group A operators who said they will not expand and sixty-eight per 
cent of the group B firms say they will not expand.
The ranches in group A have more reason to feel optimistic about 
the future since eighty-eight per cent of them have a demand in excess 
of their facilities. That is, they have to turn down potential clients 
due to lack of available facilities. Only forty per cent of the group 
B firms reported similarly. It should be noted again that a demand in 
excess of facilities occurred only during the peak of the season in 
July and August. During the earlier and later periods of the season 
all of the ranches reported that they had available space.
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Past five years»- The ranch operators in both groups reported 
similar trends in their business over the past five years. The older 
ranches experienced less decrease in business on the average, however, 
than did the newer ranches. Group A also had a greater per cent re­
porting that there had been little or no change over the past five 
years. (See Figure 11). As stated earlier, group A firms had a 
greater per cent of repeat guests each year. This factor would do 
much to help the group A firms at least maintain a fairly static busi­
ness. As a result, fewer of the group A firms would experience a de­
cline in their business.
Need for change.- Forty-seven per cent of the ranches in group A 
reported that they could improve their business by making some changes 
in the services they offer. Only half of these ranches intend to make 
the changes.
Services offered.- There was no difference in the types of services 
offered by either group, except that far fewer of the group A firms offer 
packing and guiding as a service. Fifty-three per cent of them offer 
this type of service as compared with slightly per cent of the group 3 
ranche s.
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Summary
The older firms, it appears, have quite an advantage over the 
younger firms. The group A firms own more land, have a greater capa­
city, entertain more guests per year and have more employees. They 
draw their clientele more evenly from all parts of the country and 
from abroad.
The guests coming to the group A firms are usually from the high­
er income classes and they spend more time at the ranch.
Since word of mouth advertising has been shown to be of importance 
in attracting guests it is rational to assume that the older firms 
would rely more heavily on this for their advertising. They have served 
more people over a greater number of years and have had more time to 
build their clientele.
The group A firms spend less than half as much on advertising as 
group B firms yet they operate normally at a greater per cent of capacity.
These figures point out the importance of repeat business in dude 
ranching. It takes time for a new firm to build up their clientele to 
a level which will insure doing a fairly steady business.
The older firms entered the dude ranching business for the most 
part, as a side light to their cattle operations. Since there is a 
minimum limit to the number of acres required to graze cattle, the older 
firms, therefore, needed more land to operate their total business.
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These firms have had more time to accumulate capital with which to
increase the size of their operation, and consequently, have greater
capacity. At the same time, they have reached the size of operation
20which is best suited to the operator and maximizes his return.
The age of the firm has a strong affect on the business character­
istics of the firm.
20Ko tana G., "Rational Behavior and Economic Behavior," Psycho­
logical Behavior, 1953. Vol. 60, pp. 307-318.
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CHAPTER VII 
CONCLUSIONS
Probably the most significant fact revealed by the research is 
that the business of dude ranching is declining at a time when the de­
mand for outdoor recreation is growing at a tremendous rate. Not only 
have the number of firms in the industry declined considerably but so 
have the number of people who come to dude ranches for a vacation. In 
1944, there were approximately 10,500 guests accommodated on dude 
ranches in Montana. In 1969 only 6,800 guests were accommodated. Many 
of the dude ranch operators also noted that business was spotty during 
the last couple of years.
Much of the problem of declining interest cannot be attributed to 
the industry itself. During the early part of this century the attitude
of society concerning urban life was that the "ways of the city" and
21city living were bad and should be counteracted whenever possible.
People believed that there was something wholesome about spending time 
in the country away from the big cities. The dude ranch offered just 
the type of environment the city dweller needed.
21Charles M. Glabb and A. T. Brown, "The Emergence of Metropolis" 
in Urbanism in World Perspective. Ed. by Sylvia F. Fava. (New York: 
Thomas Y . Crowell Co., 1968), p. 21.
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The purpose of the dude ranch was, and is, to provide entertainment 
for guests in the tradition of the old west. It is a place to relax and 
get away from the urban society.
The times and the attitudes of society have made some rapid changes
22in the last twenty years, however. America has become an urban society.
A fast pace of city life is no longer considered by society as being bad 
for people today.
Another factor relating to less interest in the dude ranch vacation 
is a change in emphasis in outdoor recreation. The services offered by 
the dude ranch have, to a large degree, been taken over by other seg­
ments of the outdoor recreation industry. Modern campers equipped with 
all the modern conveniences give the vacationer a home away from home 
and, at the same time, offer a degree of mobility not attainable at the 
dude ranch. This problem has been plaguing the industry for some time.
In 1939 Kirbe Kittoe, a stockman and dude rancher stated in an article 
in the 'Omaha Daily Journal that, "dude ranchers are optimistic because 
they expect a swing back toward old fahsioned two week vacations spent 
at one spot rather than taking it on the run". Their expectations have 
not been fulfilled and the trends indicate that they will not be for 
some time.
22Charles M. Glaab and A. T. Brown, "The Emergence of Metropolis," 
in Urbanism in World Perspective. Ed. by Sylvia F. Fava. (New York: 
Thomas Y. Crowell Co., 1968).
93Richard A. Smith, "Los Angeles, Prototype of Super City" in 
Urbanism in World Perspective, Ed. by Sylvia F. Fava, (New York;
Thomas Y. Crowell Co., 1968).
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What this boils down to is that public sentiment is no longer with 
the dude rancher. The times have changed but the dude ranch has not. 
There is little difference between the dude ranch of today and the one 
begun by the Eaton brothers in 1881.
With repeat business being so important to a dude ranch operation, 
an operator could easily conclude that the demand he faces is increasing. 
As the ranch clientele builds from year to year it will begin to operate 
closer to capacity throughout the season. At the same time, the ranch 
will be receiving requests for accommodations from new clientele. As a 
result, the business would receive more total requests for accommodations. 
This does not, however, reflect a true increase in total demand dude 
ranch services.
The type of advertising utilized by dude ranchers has not changed 
much since dude ranching began. The appeal of the old west, the "smell 
of saddle leather", and the quite peacefulness of the old cowboy is 
still being used.
As was stated above, the dude ranches rely heavily on repeat visits 
by their guests for their business. With this in mind, a new operator 
can expect to have a few lean years before his clientele has developed 
sufficiently to keep the ranch operating at or near capacity during 
most of the season.
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The characteristic which seems to have the greatest affect on the 
dude ranch is the age of the firm. The affect of location was primarily 
related to the services offered and there was no consistent affect on 
the characteristics of the firm as a result of incorporation.
Outlook.- It would appear that the future of the dude ranch does 
not look bright. In order to keep pace with modern society and to again 
become a viable industry, the dude ranch industry must make some changes, 
particularly in its advertising approach and the appeal it makes to its 
market.
The individual rancher, however, maintains that his business is 
growing. With fewer firms to compete with and with an increase in popu­
lation, per capita leisure time , and income ; it is reasonable to assume 
that the dude ranch will be around for a long time.
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1.
2 .
APPENDIX A 
LAND BASE 
How much land do you own?
How many acres do you lease?
3. Do you use federal lands in 
the course of operation?
Private_
State
Type of lease
Federal
Use No. of acres 
Unit
Grazing_
Recreation_
Other
4. Do you have water available 
for recreation?
None Stream
Small lakes or ponds_ 
Lakes River
Amount available
a. Acres (impounded)
b. No. of streams and/or rivers
c. Sufficient Not sufficient
Type of environment in which ranch is operating
I. Topography II. Cover
Mountainous _____  Forested
Plains ______ Grassland
Mountain valley_ Combination
Is the water available for recreation owned or leased by ranch?
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LAND BASE
Additional Remarks:
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USERS (CONSUMERS)
1. Ask for guest list. If unavailable ask the following three 
questions.
a. From what part(s) of the country 
do your guests come?
Could you identify any state(s) 
where most of your guests live?
What per cent of your guests come 
from urban areas?
2. What percentage of your guests come 
from the following income brackets;
3. What percentage of your guests are 
repeat users of your services?
4. What is the average length of visit?
Do you 
group ?
5. cater to any certain type of 
O t)
NW
sw[
MW~
NE~
SE~
0  - 25_ 
50 - 75
25 - 50_ 
75 -100
Less than 7,500_ 
7,500 - 15,000_ 
15,000 - 25,000_
More than 25,000_
0 - 25_____
50 - 75
25 - 50_ 
75 -100
How often do they repeat?
A. Family_
1 . with children____
2 . without children_
a.) young____
b.)ol d____
Institutional____
Social
Individuals____
1. Sex or age group
a.) male____
b.) female__
c . ) under 2 1_
d.) over 2 1
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6 . What type of guests are you presently 
accommodating?
A. Family
1 . with children
2 . without children_
a,) young____
b.) old____
B. Individuals____
1 . sex or age group
a.) male____
b .) female
c.) under 2 1_
d.) over 2 1
7. What type of work do your guests do? Professional^
Skilled technical^
Skilled laborer__
Unskilled_____
Remarks ;
Ill
Business Characteristics of the Firm
1. What is the length of your season?
2. How many guests do you normally accommodate 
in one season?
3. What is your capacity?
At what percentage of full capacity do 
your normally operate?
Please check on the following list (1), 
the types of services you offer.
6 . Do you specialize in any particular 
service or services? List these 
services.
7. What are your basic rates and what 
do they include?
8 . Are there other charges that a guest 
may pay after arriving at the ranch? 
List below.
0  - l/4_ 
1/2 - 3/4
1/4 - l/2_ 
3/4 - 1 0 0
9. What media do you use for advertising? Newspapers 
Television 
Mail pamphlet_ 
Magazines 
Radio
Word of mouth 
Other
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10. What are the names of the publications 
in which you advertise?
II. Approximately how much do you spend on 
advertising per year?
Newspapers 
Television 
Mail pamphlet_ 
Magazines 
Radio
Word of mouth_ 
Other
12. Does the ranch engage in any business 
other than guest ranching?
13. How long have you been operating as a 
guest ranch?
Yes No
If yes,
Outfitting_____
a. All season_
b. Hunting
Farming____
Cattle ranching_
Other
14. Have you had any formal training or 
experience which directly relate to 
guest ranch management?
Nature of the training oi 
experience (business)
15. Using the list provided (2), select a 
letter which corresponds to the range 
in which the amount of your total busi­
ness assets fall.
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16. Using the same list, break down 
your assets according to the 
following categories.
A . Land
B. Physical facilities
1. Recreation 
mess halls
sleeping quarters____
barns, sheds, corrals, 
outbuildings, etc.____
2. Other operation_
C. Horses
D. Livestock
17. How many employees do you have? 
And, what do they do?
Wranglers_
Maids
Mess hall workers_
Other_____
Permanent_____ Seasonal
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LIST NO. 1
Hunting  Birds_____
Big Game-----
Water £owl_
Elk _____  Pheasant _
Deer _____ . Quail
B e a r _____  OtherOther_____
Fishing
Horseback riding 
Boating 
Swimming 
Camping
Social Opportunities.
Dances
Campfires.
Other
Secondary Activities.
Archery 
Ball
(volley-ball, baseball, etc.). 
Other _____
Working Ranch  (Definition)
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Economies of the Firm
Have the number of guests at 
your ranch (increased) (de­
creased) (remained the same) 
during the last five years?
Using a five year old figure 
as base, how great has this 
change been?
Increased Decreased
Do you feel that demand for your 
services will (grow) (decline) 
(remain unchanged) in the next 
five years?
Remained the same
3. Could you improve your business by 
changing the types of services you 
presently offer?
Type of Change.
4. Will you make these changes?
5. Is the demand for your services 
such that you could increase your 
capacity and still operate at 
capacity?
Are any potential customers 
turned away?
6 . Do you anticipate any expansion of 
your present facilities within the 
next five years?
7. If so, what will be the rates capacity 
at the end of the expansion?
8 . What will be the investment involved 
with the expansion?
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9. Do you or have you received any 
financial aid from the federal 
government in connection with 
your guest ranch operation and 
what was the nature of the assis­
tance?
10. Do you or have you received in 
the past, aid other than direct 
financial aid from governmental 
agencies and what was the nature 
of the assistance?
11. What type of business structure 
does your firm have?
Sole proprietorship^
Partnership
Corporation
12. Please list your reasons for 
being in the dude ranching 
business.
Profit maximization
Production of quality 
services
Personal enjoyment 
Ease of work 
Other
Thousands of Dollars;
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1 . 5,000 1 2 . 60,000
2 . 1 0 , 0 0 0 13. 65,000
3. 15,000 14. 70,000
4. 2 0 , 0 0 0 15. 75,000
5. 25,000 16. 80,000
6 . 30,000 17. 85,000
7. 35,000 18. 90,000
8 . 40,000 19. 95,000
9. 45,000 2 0 . 1 0 0 . 0 0 0
1 0 . 50,000 2 1 . 1 1 0 , 0 0 0
1 1 . 55,000 2 2 . 1 2 0 , 0 0 0
23. 130,000 33. 350,000 43
24. 140,000 34. 400,000 44
25. 150,000 35. 450,000 45
26. 160,000 36. 500,000
27. 170,000 37. 550,000
28. 180,000 38. 600,000
29. 190,000 39. 650,000
30. 2 0 0 , 0 0 0 40. 700,000
31. 250,000 41. 750,000
32. 300,000 42. 800,000
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APPENDIX B
IMPORTANCE OF PROPRIETORSHIPS, PARTNERSHIPS, AND 
CORPORATIONS IN SELECTED LINES OF BUSINESS
Percentage of Totals Accounted for By:
Sole
Proprietor Partnership Corporation Total
Manufacturing
Number 47.1 10.8 42.1 100.0
Business receipts 1.7 1.8 96.5 100.0
Transportation, communication, and sanitary services
Number 81.0 5.1 13.9 100.0
Business receipts 5.7 1,6 92.6 100.0
Wholesale trade
Number 66.5 8.5 25.0 100.0
Business receipts 10.6 8,0 81,4 100.0
Retail trade
Number 77.3 11.3 11.4 100.0
Business receipts 29.8 10.7 59.5 100.0
Services
Number 87.0 7.2 5.8 100.0
Business receipts 41.3 41.7 41.7 100.0
Note: Details may not add to totals because of rounding.
Source: Internal Revenue Service, U.S. Treasury Department, Statistics
of Income, 1961-1962, U.S. Business Tax Returns (Washington,
D.C.; U.S. Government Printing Office, 1964), pp. 4-5.
